





FOUNDED 1855 


Mardware Age 


239 West 39th Street, New York City 
FRITZ J. FRANK, PRESIDENT 


GEORGE H. GRIFFITHS, General MANAGER 
Associate Editors: CHARLES J. HEALER, J. A. WARREN 


Show Card Editor: JosEPH BERTRAM JOWITT Contributing Editor: SAUNDERS NoRVELL 


LLEW S. SOULE, EpiTor 


VoL. 122 New YoRK, AUGUST 16, 1928 No. 








Contents 


Trade Winds, by Llew S. Soul 37 
ee Next Week’s Issue 


Tools Displayed 90 Per Cent of the Time............... 38 f 
NOTHER of the popular 


A New Idea Discovered, “Mind Your Own Business,” by paint sections will be in- 
Saunders Norvell ; cluded in next week's issue of 
Study Value Giving as Customers Study Value Getting, gain, ima = pages 
of helpful information for the 

by Guy Hubbart hardware man who wants to get 

the best results from his paint 
department. Saunders Nor- 
A New Way to Sell Hardware, by H. T. Potter vell’s weekly article, Joseph 


‘ : , : ‘ Bertram Jouutt’s article on show 
New Fixtures Made Hardware Selling Easier for Kimball soe : 
card writing and other features 


& Prince Lumber Co will also contribute to an excel- 


Model Home Erected in Show Windows................ 


lent issue of your trade news- 


paper. 


More Opinions on Catalog Page Sizes 
Current News of the Trade 


Washington News Letter, by L. W. Moffett : Read What They Say 
About Us 


I can't get, along without it. 


General Market Information 
See What $1.00 Will Buy ‘ i 

4 Would almost miss my daily news- 
Hot Off the Nail Keg paper rather than HArpWARE AGE. 


(Signed) W. P. Stewart, 
Effingham, Ill. 





Branch Office Representatives of Hardware Age 


EDITORIAL — , , : 
Omsoseo: D. M. Anvasws ee a, Enjoy reading and get information 
me... £ ly M. Ross Siena — mln ne pertaining to hardware business that 
1402 Widener Bidg. 425 Park Sq. Bldg. . " ‘ 
PitTspuRGH: G. F. Twoan MINNBAPOLIS : 8. SMITH is beneficial in many ways. 
1002 a im * 4216 Bryant Ave. 8. " 5 
CLEVBLAND L. Prentiss WAsuINeron : L. W. Morrerr Also enjoy Saunders Norvell ar- 


1362 ies Bldg. 6 Investment Bldg. “| P Mr. S 
ADVERTISING ticles and especially Mr. Soule. 


Cuicaco: R. R. CRoNKHITE PHILADELPHIA: Hazowp G. BLoporrr Yours very truly, 
1507 Otis Bidg. 1402 Widener Bldg. . - 
Comers: Witt J. Fepprrr New York: P. J. Coscrave F. W. Brosic, 
362 Hanna Bldg. 239 W. 39th 8t. 
Boston: CHAUNCEY z. ENGLISH 
425 Park Sq. Bidg. 


SUBSCRIPTION Price—United States, its possessions, Canada, Mewico, Central America, 
Bouth America, Spain, and its colonies. 1 year, $3.00; 2 years, $4.00. Foreign coun- 
taking domestic rates, 1 year, $6.00. _ Single copies 25c. each. Subscription 
1d be made by Check, Post Office M hey Rigg TF rn rder 

or Bank Draft, payable to “ae a Acz, New oe 


Navasota, Tex. 











Member of the Audit Bureau of Circulations 
Member of the Associated Business Papers 























os 




















36 HARDWARE AGE for AuGUST 16, 1928 





Master Model Homes are equipped with 
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Crowds waiting in line to inspect one of the Master Model Homes sponsored by the Buffalo Courier-Exprcss 


In the leading cities of the United States, 
the Home Owners Institute is sponsoring 
a program which includes the building of 
over three hundred and sixty Master 
Model Homes. Last year, when Master 
Model Homes wereopened, crowds stood 
in line to go through these Homes as 
soon as they were completed. More 
than one million, five hundred thousand 
people inspected them. 


This year, a still greater advertising and 
publicity campaign is pushing this nation- 
al home building movement. Full page 
newspaper articles and large space Ht 
tising is used wherever Master Model 
Homes are built. This publicity plus the 
impetus which the home building idea 
has already gained will bring out larger 
crowds than ever before. 


By SPECIAL ARRANGEMENT WITH THE 
HOME OWNERS INSTITUTE, ALL MASTER 
MODEL HOMES WILL BE EQUIPPED WITH 
MCKINNEY HINGES OR MCKINNEY 
FORGED IRON HARDWARE. Upwards of 


two million interested prospects will 
attend these active demonstrations of 
McKinney products. 


McKinney Manufacturing Company is 
leaving no stone unturned to make cus- 
tomers for dealers out of. prospective 
home builders. 


McKinney advertising will appear in the 
many cities of the nation-wide chain 
where the Home Owners Institute 
houses are opened. Metropolitan news- 
a featuring Master Model Homes 
will also feature McKinney Hinges or 
McKinney Forged Iron. 

A special display of McKinney products is recom- 
mended whenever Master Model Homes are 
featured in or near your city. Window display 
material will be gladly forwarded on request. 
Address McKinney Manufacturing Company, 
Pittsburgh, Pa. 


McKINNEY 
FORGED IRON 
HARDWARE 











List from which Master Model Home 
Cities will be selected 
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Minneapolis 
Milwaukee 
New Orleans 
New York 
Oklahoma City 
Omaha 
Philadelphia 
Pittsburgh 
Portland 
Rochester 
Richmond 

Salt Lake City 
St. Louis 

San Antonio 
San Francisco 
Seattle 

St. Paul 
Spokane 
Syracuse 
Washington, D.C 
OT 


Atlanta 
Baltimore 
Birmingham 
Boston 
Buffalo 
Chicago 
Cincinnati 
Cleveland 
Columbus 
Denver 
Detroit 

Des Moines 
Fort Worth 
Houston 
Indianapolis 
Jacksonville 
Kansas City 
Louisville 
Los Angeles 
Miami 
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~ TRADE W 


By LiewS. SOULE 











CHAIN STORE COMPETITION 


Why The Manufacturer is Interested 


HE manufacturer has as much at stake in the 

problem of chain store competition as has the 

jobber or the retailer. Manufacturing is his 
specific job, but unless the merchandise he makes is 
distributed and sold, he must eventually cease manu- 
facturing. 

The American hardware manufacturer has done 
good work in his specific job. In fact, it is generally 
conceded that manufacturing has shown greater de- 
velopment than has distribution. The hardware in- 
dustry does not face any serious problems so far as 
manufacturing alone is concerned, Our problem is 
a distribution problem, but one in which the manu- 
facturer is vitally interested. His interest is two- 
fold: to get his merchandise to the consumer and to 
maintain a legitimate profit. 

With several channels of distribution open to him, 
the maker of merchandise has plenty of angles to 
worry about. Shall he confine his distribution to the 
established channels of jobbers and independent re- 
tailers? Shall he take the opposite course and dis- 
tribute only through chain stores and mail-order 
houses? Or—shall he attempt to distribute through 
both channels? 

It isn’t a question of right. It is simply a question 
of business policy. The manufacturer has a perfect 
right, legal and moral, to route his distribution as he 
chooses. A strict adherence to business ethics would, 
of course, bind him to the adoption of a clean cut 
‘policy known to the trade. 

The manufacturer who decides to confine his dis- 
tribution to chain store systems and mail-order houses 
is naturally influenced by volume sales for cash to 
fewer accounts. On the other hand, he has to con- 
sider lower prices, small margins, and intense price 
competition from other volume order seekers. The 
manufacturer who chooses distribution through job- 
bers and independent merchants only is influenced by 
a desire for quality distribution, reasonable margins, 
existing terms and fairly stable prices. He must, 
however, sell in smaller individual orders and at a 
somewhat higher distribution expense. His principal 
advantage is in maintenance of quality at quality 
prices. Both avenues are clearly legitimate. 

The manufacturer who elects to distribute through 
both channels is up against the old problem of carry- 
ing water on both shoulders. To be sure, he is well 
within his rights in so choosing. Again it is not a 
question of right; it is merely one of business judg- 
ment. If his prices are so regulated that his mer- 


chandise reaches the consumer at approximately the 
same figures through either channel, there is no basic 
reason for unfavorable reaction either way. If, how- 
ever, he gives preferential prices to chains and mail- 
order houses on goods which have been established 
through the regular channel, he will undoubtedly stir 
up unfavorable reactions among his jobbers and in- 
dependent merchant distributors. 

Quantity is unquestionably entitled to some price 
consideration. Up to a certain point quantity reduces 
manufacturing costs. A reasonable quantity limit 
should be set for extreme prices—but that quantity 
price should be accessible to both avenues of dis- 
tribution. 

Naturally the manufacturer whose prices are more 
favorable to chain-stores and ntail-order houses-will 
eventually find the bulk of his distribution going 
through that channel. His prices will be subject to 
constant battering by price buyers. Each contract 
will probably be made at a lower figure than the one 
which preceded it. Finally a point may be reached 
where he faces actual loss. With his business in the 
other channel more or less demoralized, such a con- 
dition may mean failure. Present trends seem to 
indicate that the chains will eventually own or control 
their sources of supply. Is it wisdom for a manu- 
facturer to put himself in the precarious position of 
depending too much upon chain business? 

Of course, price considerations to the chains can 
be offset by reducing quality, but that too has its 
limit. When quality deteriorates to a certain point, 
price means nothing. 

There is also a question as to the sili of dis- 
tributing quality lines through the jobber and re- 
tailer, and at the same time manufacturing cheaper 
grade goods for chain distribution. The wisdom is 
even more questionable when names which stand for 
quality are used on lower grade goods. In either 
case the manufacturer is competing with himself. 
Cheap articles carrying little or no profit often take 
the place of quality articles which would carry a good 
profit. At the same time the transaction lowers public 
confidence in those merchants who sell the manufac- 
turer’s quality lines. 

But it is not a moral question, in the broader sense- 
It is a question of business policy and business judg- 
ment; a question which deserves serious considera- 
tion. The chain store problem is an industry problem 
and not an individual one. 


This is the sixteenth of a series of articles in which the Editor discusses Chain Store Competition in all its phases 
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An Augusta, Ga., Hardware Store Which Conducts Tool 
Department on a Modern Basis—Long Island Store Enlists 
Aid of Manufacturers Salesmen to Give Demonstration on 









practically built around the tool department the 
Maxwell Hardware Co., Augusta, Ga., makes a 
practice of displaying this line in the windows about 90 
per cent of the time. T. A. Maxwell the owner and 
manager says “We talk tools, think tools and display 
tools so naturally we SELL tools. They are the back- 
bone of our business and should be given every possible 
prominence. Almost an entire side of our store is de- 
voted to panel displays on tools with a few open top 
fixtures featuring specialties in this line.” 
Being a modern merchant Mr. Maxwell appreciates 
the present trend of the hand tool market. He knows 
that present day building and manufacturing processes 





AR paciany that the retail hardware business is 
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New and Old Tools 


have reduced the individual and carpenter mechanic to a 


buyer of only a very limited number of tools. He also 
knows that mechanical service has become almost pro- 
hibitively high in recent years forcing even the average 
handy man to become more handy, so that he can make 
and repair furniture, and other household equipment. 
Therefore Maxwell Hardware Co. knows there is 4 
definite market for tools among houseowners or amateur 
mechanics and so he displays tools in the window almost 
all the time. 


Strategic Arrangement 


Inside the store the open top fixtures show a few 
specialties and often a line of cheaper grade merchandise 
in the tool field. On the wall panels the good quality 
tools which really give service are shown. ‘These two 
grades being close to each other enable the store sales- 
man to offer the prospect a comparison which usually re- 
sults in a sale of the better grade. 

In other words this Georgia merchant has had the 
same experience in tools that other wide awake and 
studious dealers have had. The lower priced items 
often attract the first tool buying interest and in some 
cases are adequate for the particular needs of a customer, 






















HE window display of the Max- 

well Hardware Co., Augusta, 
Ga., on the opposite page is one of 
the most productive of sales that this 
store uses. T. A. Maxwell believes 
that tools should be given every pos- 
sible prominence. 


A portion of the tool department 
of Duncan & Goodell Co., Worcester, 
Mass., is shown in the oval. The 
panel arrangement of display is used 
in this modern store. 


but in the majority of cases the very fact of the proximity 
of the two grades displayed enables an easy sale for the 
good tools. 


Demonstrations Help Sales 


Recently in the town of Southampton, L. I., John 
A. Herrick held a cooperative tool demonstration aided 
by three manufacturers salesmen, who showed tool 
and cutlery grinders, hand saws, sharpening stones, 
special purpose cutlery, household cutlery and _ allied 
lines. These three, all members of the Hardware Boost- 
ers, put up special displays of .their merchandise and 
arranged window displays with cards inviting the people 
of Southampton to attend the demonstration. One man 
sharpened nearly all the dull scissors and knives in town, 
interested several people in grinders and gave the 
Herrick store a few new names for its mailing list. 

The saw salesman showed how to test a saw, select 
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a saw, use and sharpen a saw, explained difference in 
types and answered special queries from professional 
and amateur mechanics. The cutlery man emphasized 
the importance of the good kitchen cutlery, stressing 
the need of a really good paring knife. 

With the trend of the tool trade toward the house- 
owner there comes a very much closer relation between 
kitchen cutlery and hand tools. In fact the family 
visiting this store during the demonstration found all 
members interested. The women would enjoy the cutlery 
show and in many cases would share interest in the tool 
features as investigation proves that many women are 
buying tools today. 


Show Related Items 


Many hardware merchants, in planning such a dem- 
onstration, issue invitations to the mechanics listed with 
local unions in addition to newspaper and direct adver- 


tising matter. Combination 








demonstrations have proved to 
be highly satisfactory sales 
makers wherever they have 
been held. 

When staging these demon- 
strations it is a good idea to 
place on display, in some 
prominent part of the store, 
such items as are associated 
with the use of the tools. 
There are many repairs that 
every householder knows 
should be made and if they 
are suggested to him by dis- 
plays he will be a better pros- 
pect for the sale of tools. 


NOTHER section of the tool 
department of Duncan & 
Goodell, Worcester, Mass., where 
the customer may examine mer- 
chandise while parceling is being 
taken care of. A small table is 
the foreground is used for special 
displays of tools and other items. 
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A New Idea Discovered — 


“Mind Your Own Business! 


By Saunders Norvell 


HERE are more luncheon clubs in New York than 

in any other city in the world! Every profession 

and every different line of business has its club. 
There is the Hardware Club opposite City Hall—a club 
that has been known for years for its excellent food; 
The Drug and Chemical Club; The Engineers’ Club; 
The Lawyers’ Club; The Bankers’ Club in the Equitable 
Building on the thirty-sixth floor—you have a magnifi- 
cent view of the city and harbor; The Downtown Club 
(very exclusive) ; The Recess Club (ultra exclusive and 
very simple)—almost every member is a_ multi-mil- 
lionaire. If you should go there and eat a real Western 
lunch you would create a sensation! A majority of the 
members of the Recess Club live on crackers and milk. 
It is a curious fact that a good digestion and a million 
dollars do not seem to go together—when you get one 
you lose the other! A list of members of this club would 
read like a financial ‘Directory of Directors.” 

Here allow me to remark that some of the trade have 
an idea that multi-millionaires lie in bed late and have 
their breakfasts served in their rooms. What a mistaken 
idea! There are club cars that come to New York, and 
they leave the suburban towns where these millionaires 
live as early as seven-thirty in the morning. No doubt 
you will be surprised to know that these millionaires are 
on hand at that time to catch these club cars. They must 
finish breakfast about seven o'clock in order to motor to 
the station, so I guess that these men have a habit of aris- 
ing about six o'clock. These club cars coming into New 
York every morning and going out every night are 
simply an extension of New York luncheon clubs—you 
meet the same crowd in the club car that you meet at 
luncheon. 


Father and Son Comparisons 


I have been interested in studying these men. They 
dress very simply indeed. The only thing that I have 
noticed that is loud about them is their hatbands. When 
I remarked about this I was told these hatbands were 
their college colors. It seems that the older a college 
man grows the more devoted he becomes to his alma 
mater. There is no college nut that is as bad as an old 
college chestnut! But when you study the simple clothes 
worn by these gentlemen, you will note that they are of 
very fine material and the easy, offhand cut is the work 
of an artist in tailoring. Any tailor can make a coat 
fit tight, but it takes an expert to make a loose coat fit 
well. The college boys may indulge in short coats and 
wide trousers, coonskin coats and yellow square-toed 
shoes, but their fathers who ride in the club cars have 
none of this. It has been interesting to me to note how 
refined looking some of the fathers are as compared 
with their sons. The old gentleman is careful about his 
haircut; his mustache is trimmed just right; his shoes 
are well polished; but somehow there seems to be a 
lack of attention to such things on the part of the college 
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boys who frequently travel with them up and down in 
the club cars. 

Recently I have heard that the latest youthful style 
is not to wear garters, so I suppose this is one of the 
reasons why their socks hang down over their shoes. I 
fail to see the beauty or attractiveness of a few inches 
of hairy leg between the socks and the trousers—how- 
ever, this may be very manly. I also happened to notice 
in the subway an advertisement for men’s garters. This 
advertisement is trying to steal the “Listerine’”’ idea. 
The young lady in the advertisement scorns the young 
man because he has no “Socks Appeal!” 

This hot weather, I am sure, is affecting my think- 
tank. I started out to dictate a strictly business article 
and now I find myself sidetracked to a discussion of 


socks. 


Socks and Ties by Mail 


Lately we have been receiving some circulars from 
mail-order specialty houses offering great bargains in 
ties and socks. Their circulars are well got up—illus- 
trations are all in colors. So I thought I would try 
some and ordered six ties and they were sent, subject 
to approval. These ties looked pretty good. I don't 
know whether they were near silk or far-away silk, 
but the colorings seemed to be in excellent taste. 
But, of course, I had to show these ties around the 
office and all of us here in this office are now wearing 
the same ties. This factory must have had one assort- 
ment—they believed in mass and standardized mass pro- 
duction. So we have got to get together here in our 
office and arrange a system by which all of us will not 
wear the same tie the same day—or the impression will 
prevail that we havé decided to wear uniforms! 

Then along came another circular offering socks— 
twelve pairs for $7.95; so I bit on this. These socks are 
objects of beauty. In color, however, they seem to vie 
with the.rainbow. Something happened to the first pair 
I put“on. When I sat in the club car and crossed my 
legs I happened to glance at my socks, and evidently 
there had been a run sideways because the upper part 
of the sock had separated from the lower just at the 
top of the shoe. Now, I have heard of runs that ran 
up and down but I am interested in this run because tt 
ran around. I am returning this pair of socks with the 
inquiry as to what happened! 


Millions in Cartoons 


But, notwithstanding the heat I must stop these pro- 
found reflections and discuss business. Every fourth 
or fifth article in the HARDWARE AcE I must write a bust- 
ness article. But before I start allow me to suggest 
that if you wish to be entertained read the series of ar- 
ticles runring in The Saturday Evening Post by Bud 
Fisher, the cartoonist. He tells all about how “Mutt 
and Jeff” started; also a lot of inside facts about his 
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own life—how he worked up from a salary of $15 per 
week to be a millionaire cartoonist—probably the high- 
est paid cartoonist today in the world! He finished his 
last article drawing $1,500 per week, and I am quite sure 
in his future articles his salary will be steadily advanced ! 

You see, Bud Fisher did his work for a local paper, 
then for a string of papers, and now his cartoons are 
syndicated and you are just as liable to see them in 
Norway or Sweden as you are in Kankakee or Tim- 
buktu. Oh, ves: I want to get back to where | started, 
with the luncheon clubs! 


The Business of Directing 


At one of these clubs the other day I sat with a group 
of directors, who were discussing business management. 
If you looked them up in the “Directory of Directors”’ 
you would find that this group of men were directors in 
dozens of corporations. They just marathon around 
from one directors’ meeting to another. But what an 
eagle eye they have for balance sheets, and what a con- 
stant search they are making for men who know how to 
bring home the bacon! They are not interested in details 
in the slightest—all they want are results and they want 
them quick—not quickly! 

At this luncheon they were discussing a very peculiar 
case of management. I listened with interest while I 
watched them eat their crackers and drink their milk. 
A certain old business was not doing so well—expenses 
tan up and sales were not so good. Besides that a lot 
of trouble developed in the business; then there was 
trouble in the industry. There was bad blood—devel- 
oped between competitors; a price war got under way. 
So the old president of this corporation was persuaded, 
by these milk drinkers, to take a vacation and then they 
hired a man who sat in his magnificent office in his shirt 
sleeves. 


Getting to the Point 


The first thing he did was to order a few cuspidors. 
It was evident that this new manager had the bad habit 
of chewing tobacco. Now, he said, if customers called 
and chewed tobacco it would not be necessary to raise 
the window. Then this executive went to work; but 
you would hardly know he was working. Before his 
time there were a lot of conferences. This manager 
said that ke wasn’t exactly stuck on conferences—that 
they reminded him too much of a debating society, and 
in a debating society frequently when the debate was 
over a lot of beautiful friendships had been spoiled, 
nothing had been decided, and as a result of hearing so 
many sides of the question everybody was mixed up in 
his own mind as to just what should be done. So he 
cut out the conferences and just talked to the various 
heads of departments one at a time. And his idea was 
that each head of a department was going to run his 
department and just run it the best he knew how ; devote 
his entire time and attention just to his department and 
not worry about other departments. The idea of this 
executive was that all the time and thought that the 
shipping department gave to the amount of money the 
business owed the banks was a waste of time because 
the shipping department would not be expected to pay 
any of the bank loans! : 

When any of these heads of departments wandered 
off into any of the other departments, this executive 
would bring back the conversation to their own depart- 
ment. For instance, a question came up in regard to 
their line of goods—just whether they were manufac- 
turing the right line or not. So this old fellow just 
tang up one of the leading retail merchants of the city 
and asked if he could come up to see him with a line of 


samples, and would the retail merchant go over this line 
of samples and tell him what he thought of the line. 
Now, he wasn’t trying to sell the retail merchant at all, 
but he just wished this retail merchant (and he was 
one of the most successful retail merchants in the city ) 
to give him his opinion of the line this factory was mak- 
ing. So the sales manager and the factory manager and 
the new executive spent practically a whole day with 
this retail dealer; what happened ? 

Their line of goods was laid out on a table. The 
retail dealer went to his stock and compared other man- 
ufacturers’ goods. Prices were compared, patterns were 
compared, a general assortment was compared. This 
retailer-told all about the trend of the trade in this line— 
the kinds of goods that sold and the kinds that didn’t sell. 
It was discovered, for instance, that one line of goods, 
because of an improvement in steel had practically ceased 
selling—all the demand was for another line. 


Less Debating—More Efficiency 


Now, this manufacturer’s line was very complete in the 
old style but it lacked a number of patterns in the new 
style. It was therefore obvious that this new line should 
be improved and extended while the old line should be 
dropped. It was then discovered that this manufacturer 
needed a number of items of various kinds to complete 
his line. These were easy to make, but somehow the 
sales manager and factory manager had never thought of 
them. They had never gone into the question of the 
line exhaustively with any first-class retail merchant. 
So before the day was over there was a notebook full 
of notes about what should be done not only in the way 
of bringing out certain new items and of strengthening 
the line but also a good deal of information gathered 
about prices. All of this was very simple and it was no 
debating society. When the day’s work was done they 
all knew something, and they knew it definitely, and 
there was considerable work cut out for the manager of 
this factory, and the sales manager also had a good deal 
to think about! 

This manager, so the directors told me, had some very 
curious ideas. . His idea, for instance, when he took 
charge of the business was just to run it “as is’”’ for one 
year; to devote his time. and attention to cutting out 
everything in the business that did not produce results ; 
to cut out just as far as possible all interruptions and in- 
terferences; in other words, make every department 
attend strictly to its own business. 

This manager devoted a good deal of his time to 
cleaning up old correspondence and tangles and straight- 
ening out differences with former customers. He even 
took a number of trips to various parts of the country, 
himself, to attend to these matters. When he took up 
the question of advertising he fixed a budget and he 
also fixed an advertising policy. When the policy was 
fixed there was nothing for the advertising manager of 
the company, or the advertising agencies, to do but carry 
out the policy. There was nothing new to discuss ; they 
did not waste their time listening to other advertising 
concerns with new and grand and glorious ideas; they 
were “set” for one year. And in other departments, 
just as far as he could, he “set” them for one year. 

Then he took up the question of expenses. It did 
seem strange that some of the members of the concern 
could not travel except in a drawing room in a Pullman 
car. That seemed very funny! So drawing rooms de- 
manding two tickets were dropped. In his travels around 
the country he found that there were such things as sixty 
and seventy-five cent club breakfasts ; he also found out 
that even in New York it is possible, in some of the very 

(Continued on page 74) 
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Study Value Giving as Customers 
Study Value Getting 


Advertise your store as the place where real value 
is back of every item sold 


By Guy Hubbart 


HERE is only one sure-fire way to make your 

newspaper advertising 100 per cent effective: 

make it the symbol or sign of a good store, a 
hardware store with a reputation for giving the best for 
the money, no matter what the price. . 

Before a store’s ads can become the sign of superior 
service, which includes good values for the money, the 
store must accomplish three things. 

First, have good values, goods that are plainly worth 
the price the customer pays, whether she pays 10 cents 
or $100; second, learn how to convince the customer that 
your values are equal to or better than your competi- 
tor’s; third, learn how to feature your value giving 
ability in your advertisements. 

Some stores just naturally seem to lead in public con- 
fidence. But the ease 


And that is where advertising comes in, especially 
newspaper advertising. Customers, always shrewd 
enough to distinguish a poor doJlar’s worth from a good 
dollar’s worth on a single item, are slow to credit a store 
with having a complete stock of “the best for the money.” 
This is because practically all stores resort at times to 
bargain selling, featuring merchandise on a purely price 
appeal, emphasizing how low instead of how good 
value can be bought, and partly to the fact that differ- 
ent grades of goods are not carefully separated in 
stocks. That is separated and clearly specified. <A store 
can carry different grades of electric irons; kitchen 
utensils or whatnot; in fact a store must have variety 
both as to values, as well as kinds, fornot all customers 
want the highest 
grade. But all cus- 








with which they get 
the bulk of the busi- 
ness or the best type 
of business is not so 
simple as it appears. 
Leadership did not 
drop down on the 
leaders as a gift 
from the sky. Noth- 
ing so easy. 

It came after years 
of studying how to 
make good values, 
more years of how 
to educate customers 
to the fact that only 
good values are car- 
ried. And more years 
of learning to adver- 
tise quality values. 

There is no magic 
method by which 
either a large hard- 
ware store in a big 
city or a smaller one 
in a smaller city can 
acquire _ leader- 
ship for value-giv- 
ing. But once a 
store does get such 
a reputation nothing 
can sweep the repu- 
tation away, except 
failure to live up to 


Made of selected wood in Th 
medium 99 
SIC 


Other Values for 99c! 
Ice Tea Sets, jug and 6 glasses 
of crystal glassware 99c 
Odd Pilates of English semi- "09e 


and Bavarian Chinas. 
99¢ 


dust pan and dust broom . 99c¢ 
Freezer and Sherbet Sets. Acme 
freezer and 

6 Sherbets Cc 
Alarm Clocks of Monitor make with 


enclosed alarm. c 
99c 


Guaranteed 

Pictures ‘in assorted subjects. 

Tove pret dolls, ball gloves, me- 

chanical toys 99 
c 


Garden Rakes 

Skillets of round sheet metal. 
No. 8 size. Will not warp . 
Priscilla Sets, \ong- handled 


Good quality. Smoot 
finished 
handles: eacn ic 


Glaseware 
Goblets, ice teas and 
eater tumblers in 


Relish Dishes with nickel- plated frame 
and glass 

compartments c 
Bottle Cappers that cap bottles from 
1%-pint to 1%4-gallon 

sizes c 
Garbage Cans, 4-gallon size, «!! gal- 
vanized. in natural 


‘aste Baskets of metal in all 99¢ 


Pont rates 
” in and two sizes 


vt colors 





Shop Early 


In many cases the quantities 
are limited. Shop early and 
be sure to get whaz you want. 


Sprinkler and Nozzle 
he eet, very special. Lawn 
sprinkler and es 

able nozzle ...... 


tomers want the 
best for the price 
paid. 

All the store needs 
to do is to go to the 
trouble .of specify- 
ing values. Jake 
pains in serving cus- 
tomers to point out 
the relation of price 
to value: 

“We carry one of 
the best electric 
irons made, madam. 
It is a $7.50 iron. 
Here it is.” ‘Then 


- 


In red. green or yel- 
jow. Medium size . 


" 99c 


Foot con- 


“990% 


Garbage Pails of all metal. 
trol lever. 

10-quart size 

Electric Toasters, 2 slice size. 
Bright metal 








point out the merits, 
tell her why the price 
is $7.50, and why it 
is to her advantage 
to pay that price. 
There may be it 
stock other irons at 
$4.75, $3.95, $2.99, 
and the customer 
may want to pay 
only $2.95. If 
tell her the merits 
of this value. It 
cannot be an extra 
good iron, yet it may 





ur be preriiy 


ee 








So, 























be worth all of $2.95 





it. 
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What hurts the store’s reputation is mixing values. 
Telling the customer first hand or by way of advertis- 
ing, that she can get a $7.50 iron (or anything else) 
for $3.50 or any .other lower price. 


Put Your Policy in Ads 


No need to do away with your present stock in order 
to build up a reputation for “best for the money.” Just 
use ads to let the customer know your policy about quality 


and price. 
“We study values. That is why we can serve you 
satisfactorily. We sell several qualities of goods, and 


prices are graded by quality. Let us show you what we 
sell and why the price is right. Here are some of our 
leading items.” 

Then describe the items, plainly and sensibly. 
customer will do the rest. 


Keep the Idea Alive 


Newspaper advertising is the best way to keep the 
idea that your store studies values before the public. 
In fact some stores could well afford to use regular space 
for nothing else. It is almost unbelievable how firmly 
continuously repeated ideas become fixed in the minds 
of people. 

A classic example is the advertising of Rogers Peet. 
Small copy, run regularly and containing nothing but 
the truth, it has not only built up a degree of public con- 
fidence second to none in the world, but it sells goods 
in greater volume per inch of space than any other ad- 
vertising on earth. 

Any hardware merchant with a newspaper to use could 
in time do the same thing for his store as this famous 
men’s store has done, and in very small as well as me- 
dium or large cities. All that is needed is the under- 
standing that people read ads to find out not only what 
a store carries, but what it gives for the money. 


The 


Ways to Feature 


There are many ways to feature a store’s value-giving 


(rather value-making) ability in daily ads. Here are 
three stated in sentences to show the idea: 
1. In every ad published, feature at least one 











econ there is still a very 
considerable trade in harness 
and horse equipment is indicated 
by this window display of John 
Faig & Son, Lexington, Ky. This 
display is well thought out and is | 
a good example of how to show | 
related items. In addition to sad- 
dles, bridles and other immediate 
needs for the stable, the window 
trimmer has included, leather 
foods and leather oils, gloves, dog 
collars, leggings, lanterns and has 
even included an incidental display 
of paint. This is a window worth 
study. 








Automobile Has Not Entirely Displaced the Horse 






standard value on some item in universal de- 

mand, pointing out why it is a good value. 

2. At least once a week put a short editorial (20 
to 60 words) in one corner of the ad dealing 
with some one feature of your store policy. 
One could be captioned “How we find out what 
is best for the money.” 

3. Once a month devote an entire ad to featuring 
10 or 20 values at different prices (using four 
or five divisions of stock) to show the people 
how you grade your values. This ad could be 
headed “Our Twenty Leading Values in 
Kitchen Ware, Electric Goods, Tools, Hard- 
ware, Sporting Goods, Stoves.” If there are 
three grades of saws, for example, priced high, 
medium and low, point out the basis for these 
prices, and so on. 


Educate the Customer 


These three methods amount to customer-education. 
They will put life, interest and selling-force into the 
advertising of any store that carries dependable mer- 
chandise. They will build up confidence in the store’s 
personal ability to select goods in the market, its ability 
to serve in the real sense which includes value-making 
as well as price-making. 


An Example of Value-Giving 


The 99c. ad reproduced here is a good example of 
value-featuring. Twenty-four values at a single price 
unit are featured, covering as many separate needs. 

In the blank space (A) at top should be a write- 
up of about sixty words telling what these values mean 
—like this: 

“These special values for the money—99 cents. 
Each is typical of our ability to give our customers 
the best for 99 cents’ or some such statement. Then 
in section (B) two leading values should be described 
in detail with the purpose of showing the public what 
this store’s idea of a good value is. Explain all the 
quality details and the long life, full utility and satis- 
faction-giving of the two featured items. 

Section (B) could be captioned with “Why We Lead 
in Money’s Worth.” 
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Attractive and colorful, the kitchen 
corner shown above brought forth ex- 
pressions of delight from housewives 
who visited the exhibit. Among the 
features of this kitchen was a built-in 
cooler, the door of which is shown 
open. Rustless wire shelves, a de- 
velopment of the Washington Hard- 
ware Co., were used in the cooler. 

At the right is the kitchen as seen 
from the street. Green glass hard- 

ware was used throughout. 





ELIEVING that any 
B help it could render the 

millwork manufactur- 
ers, from whom it derives a 
large bulk of its business, 
would aid its own _ business, 
the Washington Hardware 
Co. of Tacoma, Wash., re- 
cently set out to cooperate 
with these manufacturers in a 
most effective way. 


The Commerce Street windows of the Washington Hardware Co. are shown above with the It occurred to the executives 
model home on view. Due to the extreme length and depth of the right hand window, it was of the hardware company that 
not difficult to plan the rooms without sacrificing too much detail. 


many residents of Tacoma did 
not realize the vastness of the 
millwork industry which surrounds Tacoma. In order 
to inform these citizens of the community an exhibition 
of millwork from local plants was conceived. 

A group of millwork manufacturers was approached 
on the idea of building a model home in the display win- 
dows of the Washington Hardware Co. After much 
discussion and persuasion the mills agreed to cooperate 
to the extent of manufacturing the cabinet work for the 
exhibition. Many other branches of industry were in- 
vited to donate their products for this display, including 
wall paper, lumber, mirrors, tile, furniture, etc. 

An architect drew 

‘sup plans for the win- 
dow exhibition in 
such a manner as to 
include as much good 
millwork as_ possible. 
No detail was omitted 
which might make the 
model home as attrac- 
tive as possible. 

In the right-hand 
corner of the Com- 
merce Street window 
was erected a most at- 
tractive kitchen cor- 
ner. Here was a sink, 
closets, pantry, light- 
ing fixtures and even 
curtains at a window 
in the rear. It was 
tastefully painted i 
the colors now so pop- 
ular in the kitchens 
of the country. Next 
to the kitchen was 4 
boudoir with the built- 
in mirror and closets. 
Wall paper on the 
walls and artistic 














ome Piveciail 


ay indows 


Washington Hardware Co. of Ta- 
coma, Wash., stages unique exhibit 
which materially aided many mill 
work manufacturers as well as the 
company’s regular retail business. 


hardware contributed very largely to the general effect. 

The remainder of the window was given over to a 
very complete reproduction of a modern living room. 
A fireplace, completely equipped, occupied a good por- 
tion of the back wall. Built-in bookcases bordered the 
fireplace and a very neat corner cupboard was nearby. 
Everything was of the best and it made a very effective 
display, both of the millwork and of the hardware and 
furnishings which were used. 

The millwork manufacturers were delighted with the 
exhibition in the hardware store’s window. In writing 
about the exhibition C. M. Johnson of the Washington 
Hardware Co. says: 

“It was a source of joy to stand and listen to the 
comments of admiration made by the interested spec- 
tators. In many cases the same person was known to 
return to the exhibit as many as four and five times in 
order that they might learn how to include some of its 
features in homes which they were building or remod- 
eling. 

“Needless to say, the most attractive and appropriate 
hardware was used to advantage in this home. As our 
line of hardware is more especially adapted to millwork 
and furniture factory needs than is that of the general 
hardware jobber, we found no difficulty in displaying 


our wares to advantage. 
“You are, of course, interested to know what direct 
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effect the exhibit made on our business. I have analyzed 
the accounts of several of our customers who participated 
in the display and find without exception that the busi- 
ness done with us during the period that the exhibit was 
under consideration and on display has exceeded that of 
the previous year in the same period.” 

The model home was designed to show the very best 
use of good millwork. While it may seem that the 
rooms are far superior in design and appointments than 
in average home, both the mill work manufacturers and 
the hardware company desired to create an appreciation 
of good millwork in the minds of the Tacoma residents. 
This city, as stated before, is the hub of a vast millwork 
industry and while many thousands of feet of lumber 
are shipped each month from Tacoma to all the world, a 
good portion is used for homes in and around Tacoma. 

When the desire to build a home is firmly established 
mill work and builders’ hardware are immediately 
brought to mind. Through the use of this effective and 
unusual display, the Washington Hardware Co. ma- 
terially aided its many customers among the mill work 
manufacturers and increased its own business from the 
regular retail trade. This was due in some part to the 
many hundreds who entered the store in order to make 
a personal inspection of the model home. 

Another novel touch to this exhibit was the letter of 
invitation which the hardware company sent to a selected 
mailing list. The invitation was printed 
on a thin sheet of -veneer, supplied by a 
veneer company in Washington. The 
printing showed distinctly on the veneer 
and the invitation no doubt caused much 
favorable comment when received, due to 
its unusual nature. 





At the top of the page is a reproduction 
of the living room in the model home ex- 
hibit. Complete in every detail, it empha- 
sized the advantages of good mill work in 
the home. Cards can be seen on the wall, 
fireplace, table, etc., giving the names of the 
manufacturers who donated the furnishings. 

The boudoir is shown on the left, together 
with a large sign listing all contributors to 
the model home. This sign could be easily 
read from the street and, of course, was 
looked over by the interested hundreds that 
explored the various rooms in the display. 
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A New Way to Sell Hardware 


T is so easy to give advice. I 
presume the retail hardware 
dealer has received as much free 

advice during the last five years as 
all the baseball managers of the 
country rolled into one. My only ex- 
cuse for adding my bit is that I am 
vitally interested in the hardware 
man’s welfare, and in these days of 
rapidly changing conditions, the out- 
sider, looking in, sometimes has a bet- 
ter opportunity to take a detached 
view of any business than the man 
up to his neck in it. 

I know. Because, in our own busi- 
ness, we catch ourselves napping now 
and again. For example. We use a 
good many thousand tons of logs. 
In the old days it was necessary to 
get our year’s supply of logs in the 
winter. Because, the soft roads of 
spring and summer made hauling too 
difficult. Year by year the roads 
were made better, but for some rea- 
son, we did not realize that improved 
roads had any signficance to our log 
problem. We continued to get our 
logs in during the winter only, at con- 
siderable inconvenience to _ our- 
selves. 

Last year we suddenly awoke to 
the fact that we need no longer con- 
fine our shipments of logs to the 
winter months, but can take them 
any time we need them. 

If we could overlook so obvious a 
matter as improved roads, it is pos- 
sible that the hardware dealer is over- 
looking an equally obvious opportu- 
nity to better his business. It is to 
point out one such opportunity that 
I am writing this paper. 


It seems to me that the time has | 
arrived when the retail hardware man | ; 
| tomer’s dollar? Simply by making it 


must actively go after business in- 


stead of waiting for it to walk into | 


his store. 


It must be remembered that the | 
dollar in the pocket of your customer | 
is worth only one hundred cents. If | 
he spends ninety-nine of these cents | 
for this, that and the other thing, he | 
has only one cent left to spend for | 
Now, some of the best | 
merchandising brains in the country | 
devising | 
schemes to get an ever bigger share | 
of that dollar. And mighty effective | 
schemes they are, ranging from the 


hardware. 


are sitting up _ nights, 





By H. T. Potter 


Vice-President, The Wyoming Shovel Works 


installment plan to door-to-door can- 
vassing. 

The truth is, with the wealth of 
goods being produced today, there 


H. T. POTTER 


simply are not enough dollars in cir- 
culation to purchase them all. And 
the hardware man need not be sur- 
prised if his steady customers visit 
him less often, and bring leaner 
pocketbooks when they do come 
around. These customers are not 
less prosperous than formerly. The 
probability is, they are richer, But 
they are being sold so many things, 
that when the time comes to buy 


hardware, there is not a whole lot | 


left in the pocketbook. 
How can you, as a hardware mer- 
chant, get a bigger share of your cus- 


easier for him to buy. 
This winter devote a little time to 


making a list of your best customers | 


and those of your fellow citizens 
whom you would like to have on 
your books. 

Then select one or two of your 
clerks who have proved themselves 
good salesmen—bright, snappy, in- 
telligent fellows: who seem qualified 
for outside selling. And at the first 
peep of spring, drop a letter to this 
list of customers and prospects, say- 
ing that for their convenience you 








are sending a representative to take 
orders for the hardware items they 
will need for the garden, spring 
cleaning, etc. This will serve to call 
their attention to their hardware 
needs, and if the letter is cleverly 
worded, make them feel you are do- 
ing them a real service—which, by 
the way, you are. 

A day or two later your representa- 
tive calls, armed with a list of normal 
spring requirements, and ready to 
quote prices. Surely thirty items 
would be sufficient, such as 

Grass and other seeds 

Fertilizers 

Lawn mowers 

All garden tools 

Screen doors and their hardware 

Screen windows 

Paint 

Porch swing 

Garbage can, etc., etc. 

My personal hardware purchases 
approximate $100 a year. The aver- 
age householder certainly should buy 
at least $20 worth per visit. 

Of course this householder may 
visit your store half a dozen times 
during the year and spend an aggre- 
gate of twenty dollars in small pur- 
chases. But the chances are, some 
more aggressive selling organization 
will get a good share of that twenty 
dollars, if you are not careful. 

Now, if your solicitor can book 
the whole order at once, you have the 
order cinched. There is no chance 
of its going astray. 

Furthermore, the salesman would, 
at each visit, keep his eyes open for 
painting jobs and the like, thus 
building up an inventory of the 
neighborhood’s prospective needs. 

He would also carry, from time 
to time, specialties such as meat 
cleavers, bread knives, hedge trim- 
mers—anything that is new and at- 
tractive and that will tend to keep the 
customer’s money in the community 


| instead of going to out-of-town so- 


licitors. 
Of course, there will always be a 
certain number of hardware mert- 


.chants who say: “It can’t be done.’ 


It can be, because it is being done in 

many other lines of business. 

I have not dared to present this 
(Continued on page 62) 
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New Fixtures Made Hardware Selling 
Easier for Kimball & Prince Lumber Co. 


This New Jersey Firm Serves a Trading Population of 
Approximately 40,000 People 


easier since we installed our new fixtures,” 

writes L. M. Kimball, president of the Kimball 
& Prince Lumber Co., Vineland, N. J. This firm, which 
also operates in Millville, N. J., is one of the largest dis- 
tributors of building supplies in the southern part of the 
State and serves a trading population of approximately 
40,000 people. 

A very complete assortment of builders’ hardware is 
carried as well as a representative stock of shelf hard- 
ware and tools. It has been found that with the panel 
display, it is very easy for the customer to find the exact 
article in question, while previously the Kimball & 
Prince salesmen had to search through many boxes on 
inaccessible shelves. The company also reports that 
merchandise is kept in better condition, free from dust 
and dirt and from fading marks caused by exposure to 
sunlight on open shelves. 

The Kimball & Prince Lumber Co. was organized in 
1871 and has been engaged in business continuously in 
Vineland since that time. The business has grown 
through the ensuing years and a notable increase in sales 
has resulted since the new fixtures, designed and manu- 
factured by W. C. Heller & Co., Montpelier, Ohio, were 
installed. 

Mr. Kimball further says: 

“We do not know whether our trade among the wo- 
men folks has increased very much since this equip- 
ment was installed but we do feel that our store is very 
much more attractive. 

“The equipment was installed when we remodeled our 
office and store building. 

_ “We believe that the best feature of these cabinets 
is that they make selling so much easier. With the 


'S ELLING hardware has been made so much 


panel display it is very easy to point out the exact article 
the customer is interested in, whereas before we had to 
dig through a lot of boxes to find the article in question. 
Heller cabinets we call “silent salesmen” because with 
the attractive display we are really selling merchandise. 

“Our new fixtures are very satisfactory. We consider 
them to be one of the most effective aids we have in 
selling. 

“We have noticed since the installation that our hard- 
ware sales have shown an increase and we also find that 
it is much easier to keep our stock in good condition, 
better arranged and easier to find than before.” 

The Kimball & Prince Lumber Co. was started in 
1871 when John Prince, Myron J. Kimball and W. V. 
Prince purchased a lumber yard from .D. A. Newton & 
Co. From that time on the growth of the business was 
quite rapid and in 1906 the firm was incorporated as the 
Kimball & Prince Lumber Co. Myron J. Kimball, presi- 
dent ; W. V. Prince, vice-president ; Eugene M. Kimball, 
secretary and treasurer. In 1915 Myron J. Kimball died 
and his son Eugene M. Kimball was elected president 
and has since continued in that position. At that time 
Carlton S. Hughes was elected secretary. 

The officers are very active in community and civic 
affairs. Eugene M. Kimball serving as president on the 
First Chamber of Commerce of Vineland, trustee of the 
Newcomb Hospital, and treasurer of the Vineland Wel- 
fare Bureau and treasurer of the Vineland Y. M. C. A. 
Mr. Hughes, who is the manager of the Millville branch, 
is an active leader in his community, being past presi- 
dent of the Kiwanis Club, director of the Millville Board 
of Trade and trustee of the Millville Hospital, as well 
as taking prominent part in various fraternal organiza- 
tions. 
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More Opinions on Catalog Page Sizes 


Varying Their Recommendations Slightly These Hardware Executives 
Agree That Some Standardization on Catalog Page Sizes Is An Impor- 





Efforts Should Be Greatly 
Appreciated 


“We are very much interested in the 
article on page 35 of Harpware AGE 
or July 19, 1928, entitled ‘Why Have 
Different Size Catalog Pages?’ 

“We believe that an effort on your | 
part to standardize the size of manu- 
facturers’ catalog insert pages will be 
greatly appreciated by the hardware 
trade in general. 

“The Carborundum Co. is furnish- 
ing a number of pages to the hardware, 
auto accessory, radio, mill supply and 
shop equipment trade and we have en- 
deavored to standardize on a page size 
814 x 10%, which seems to conform to | 
the majority of jobbers’ catalogs used | 
today. 

“Our policy is to furnish catalog in- 
sert pages in sufficient quantity for the 
jobber’s sales force on a_ no-charge 
basis. On large quantities for distribu- 
tion to the dealer trade, we charge the 
distributor for the pages based on our 
cost. 

“We hope that the distributors of 
hardware will adopt a standard size 
salesman’s catalog insert page, and we 
believe that the size 8% x 10% is the 
most economical size. 

“(Signed) Gro. E. Dresser, 

Sales Manager, 
Hardware Division, 
The Carborundum Co., 
Niagara Falls, N. Y. 








Letter Size Catalog Page 
Best for Filing 


“IF we may assume that all cata- 
logs make impressions when first 
received then we can state that a 
catalog has an initial value if the im- 
pression created leads the prospect to 
file it for later reference. It then 
follows that a catalog has permanent 
value if, having filed it, the prospect 
finds it when he is in the market. A 
catalog should be so designed as to 
make finding easy rather than diff- 
cult. If a catalog is not found when 
wanted, it is a loss. There is no 
middle ground. 


| catalogs. 
puts out a catalog suited for conve- 
nient filing is more likely to have 
its catalog safely filed away for the 
convenient reference of a purchaser 





“Uniformity in size is the first 
requisite in facilitating the filing of 


A sales organization which 


than other organizations not so 


| thoughtful. 


“This association asks that cata- 


logs meant to be filed be made 734 x | 


1054 in. This is called the National 
Standard Catalog size. 

“This size fits a standard letter file. 
It makes possible and practical a uni- 
form filing and index system. 
Furthermore, it effects economy in 


filing space and, to again repeat, it | 


insures the availability of the catalog 
when wanted. 

“This size cuts out of a standard 
stock size sheet, 32 x 44 inches, with 
practically no waste, and saves paper 
It permits a two column arrange- 
ment to the page and still leaves ap- 
propriate sized margins. It econo- 
mizes in the space required to store 
type pages in galley racks. 

“This standard size can also be 
folded on all makes of folding ma- 
chines and its universal use reduces 
costs in binding. It can be printed 
in 16 page forms, also in 32 page 
forms if double size sheets are used. 
This size can be handled economically 
by 80 per cent of the presses now in 
use. It also makes possible the manu- 
facture of standard size catalog en- 
velopes and cartons. 

“To meet the occasional demand 
for a smaller catalog the National 
Standard Catalog form may be pro- 
duced in half size, 5 5/16 in. x 73% 
in., saddle stitched, to open up flat 
for filing purposes. 

“Although this association has not 
kept a complete list of the nationally 
known trade associations which have 
already indorsed this standard size 
we unhesitatingly say that its logical 
appeal has enabled it to attain wide 
popularity. The following list of 
associations has indorsed this cata- 
log size. While far from complete it 
will give you an idea of the diversi- 
fied interests which have found it 
practicable: National Association of 
Purchasing Agents, Southern Sup- 
ply & Machinery Dealers Associa- 
tion, National Association of Brass 


tant Subject. What Is Your Suggestion? 








Manufacturers, American Institute 
of Architects, American Society of 
Mechanical Engineers, United Typo- 
thetae, National Retail Hardware 
Association, The Automotive Equip- 
ment Association, The Automotive 
Jobbers Association, National Paper 
Trade Association, U. S. Department 
of Commerce. 
(Signed) B. W. Hatt, 
Assistant Secretary, 
National Association of Purchasing 
Agents 





Yewdale Suggests Two Page 
Sizes for Catalogs 


“We read, with a considerable de- 
gree of interest, the article on sizes 
of catalog pages which appeared in 
your issue of June 28, and the group 
of replies in the issue of July 12. 

“Inasmuch as we have made har- 
ware jobbers catalogs for upward of 
forty years, you may be interested 
in an opinion from us in respect to 
sizes. 

“The range of sizes for the tight 
bound or trade edition of hardware 
jobbers books has been from 7% in. 
x 10% in. to9 in. x 12 in. The great 
majority of jobbers throughout the 
country, however, have adopted the 
8% in. x 11 in. size for the tight 
bound trade catalog, and 10% in. x 1} 
in. for the loose leaf catalog. Out of 
twenty-eight large hardware jobbers’ 
books produced by our firm in the 
last two or three years, twenty-six 
were made in the 8% in. x 11 in. size 
and two in 9 in. x 12 in. size. The 
type size on all of these books was 
43 x 60 picas, or 7 1/6 in. x 10 in. 
overall. Manufacturer’s inserts for 
the trade catalog in the standard 8% 
in. x 11 in. size should be 834 in. x 
1114 in. and for the loose leaf books 
10% in. x 11% in. These sizes per- 
mit 14 in. trim on three sides an 
will be in the proper size for the 
majority of the jobbers catalogs. 

“The 7% in. x 10% in. size men- 
tioned by some of your correspond- 
ents is really the A. E. A. size, which 
has also been adopted by the mill 
supply group and the plumbing 

(Continued on page 72) 























The Atlantic Products Corp. 
Makes Alden Glaze a Director 


Alden E. Glaze, head of the San Fran- 
cisco, Cal., manufacturers’ representative 
firm of Alden Glaze & Co., has recently 
been made a member of the board of di- 
rectors of The Atlantic Products Corp., 
Trenton, N. J. This concern manufac- 
tures the Par-Bag line of golf bags, which 
Mr. Glaze handles for the company in the 
West. 

Theo. S. Cart was elected president of 
The Atlantic Products Corp., Rob. Roe- 
bling vice-president, and Harry D. Gihon 
secretary and treasurer, when Mr. Glaze 
was added to the directorate. 

The Par-Bag line of golf bags was 
placed on display on Aug. 15. Ten new 
numbers have been added to this line. 

Alden Glaze & Co. have offices in Seattle, 
Wash., as well as at 143 Second Street, 
San Francisco. 





Dealer Days at New York 


Electrical Show Opening Oct. 17) 


Dealers are to have three special days 
at the Electrical Show in Grand Central 
Palace, New York City, which opens Oct. 
17, The directors have decided that the 
show will 
Wednesday, Thursday, and Friday, Oct. 
17, 18, and 19, but that these days will 


not be open to the public | 


be reserved for dealers and other persons | 


having a strictly trade interest. 


ae - " | 
Admission will be on business card or | 


on invitations, which will be issued to 
dealers upon request. 

This show is sponsored each year by 
the New York Edison Co., and is managed 
by The Electrical Show Co., of 124 West 
Forty-second Street, of which Lincoln 
Bancroft is general manager. Dealer or 
trade days were tried experimentally last 
year and proved of such interest that they 
were adopted as a part of the program, 
and the three days designated are to be 
known as The National Trade Show. 

Beginning Saturday, Oct. 20, the public 
will be admitted. This is the twenty-first 
of the series of exhibitions, and there has 
been a constantly growing attendance, 
showing a growing interest on the part 
of the public for things electrical. 





Don F. Johnson & Co., Inc., 
Represent Small Tool Mfrs. 


Don F. Johnson & Co., Inc., of 6 Ter- 

race, Buffalo, N. Y., is representing in 
that city and in Tonawanda, Niagara 
Falls, Batavia and Jamestown several 
well-known manufacturers of small tools. 
The company caters primarily to the 
manufacturing and industrial plants in 
these cities. 


Don F. Johnson is president of the or- 


Banization, Walter E. Leney is vice-presi- 
dent and treasurer, and J. Carl Snyder is 
secretary. All executives have many years’ 
experience, which have well fitted them to 
represent E. C. Atkins & Co., Inc., Buck- 
tye Twist Drill Co., Gardner Tap & Die 
Co., Hisey-Wolf Machine Co., and Union 
Mfg. Co. 
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The company’s headquarters are located | du Pont’s Paint and Varnish Div. 


| in the center of the wholesale hardware 
and mill supply district of Buffalo. 


John H. Lawrence Dies— 
Was Veteran Illinois Dealer 


John H. Lawrence, senior partner of 
Lawrence Bros., Sterling, Ill., makers of 
builders’ hardware, died at his home in 
that city on July 21 after a short illness. 
Mr. Lawrence, who was 78 years of age, 
has been connected with the hardware 
trade for over half a century. 











JOHN H. LAWRENCE 











He came to Sterling in 1873 and pur- 
chased a retail hardware store, and was 
later joined in this venture by his younger 
brother, Edwin F. Lawrence. In 1883 the 
brothers erected a new store building, 
and on the upper floor began the manu- 
facture of what 
steel barn door hanger on the market. 
The retail end of the business was later 
sold, and the manufacturing end developed 
to its present size. 

John H. Lawrence took an active in- 
terest in public affairs and served sev- 
eral times as alderman and was elected 
mayor. He donated what is known as 


Lawrence Park to the city of Sterling. | 


He was one of the incorporators of the 
Sterling National Bank in 1882 and served 
as cashier for 16 years and president for 
20 years in that institution. 

Mr. Lawrence is survived by three 
daughters and a son and his brother, E. F. 
Lawrence. The firm of Lawrence Brothers 
will be continued by the remaining part- 
ners. 


Jay Hardware Needs Catalogs 


The Jay Hardware Co. is opening a re- 
tail hardware store at 209 Jackson Ave., 
Jersey City, N. J., and not at 209 Fairview 
Ave. of that city, as was stated in a recent 
issue. 


Holds Twelve Group Meetings 


The Paint and Varnish Division of the 
E. I. du Pont de Nemours & Co., Wilming- 
ton, Del., is holding during August a series 
of twelve group meetings in different parts 
of the country. These are in the nature 
of educational gatherings, and will consist 
of instructions to salesmen, surveys, and 
analyses of each territory. It was thought 
desirable this year because of the expan- 
sion in business to hold a series of meet- 
ings rather than one large convention, 
since in this way the problems of each 
territory can be given thorough discussion 
on the ground with the local men present. 

Executives from the main office and lo- 
cal managers are attending the meetings, 
which are being held, in some cases, sim- 
ultaneously. On Aug. 9, 10 and 11 meet- 





| 


is said to be the first | 





The company desires catalogs from 
manufacturers and jobbers covering gen- 
eral hardware and house furnishings. 





te 


ings were held in Washington, D. C., 
Philadelphia, Chicago, Minneapolis, and 
Kansas City; on Aug. 13, 14 and 15 meet- 
ings were held in Atlanta, Pittsburgh, Cin- 
cinnati, Omaha, and St. Louis; on Aug. 
16, 17 and 18 meetings are scheduled for 
New York City; and on Aug. 17 and 18 
meetings will be held at Houston, Tex. 
In addition, meetings of supervisors are 
being held simultaneously in Philadelphia 
and Chicago, Aug. 6, 7 and 8. 


Chas. A. Seitel, Inc., Continues 
Muller & Seitel, Inc., Business 


Charles A. Seitel, Inc., is continuing the 
wholesale hardware business formerly con 
ducted in Newark, N. J., by Muller & 
Seitel, Inc., as Charles A. Seitel has ac- 
quired all the holdings of Clarence F. 
Muller in the corporation and is operating 
that business at 270 Jeliff Avenue, New- 
ark, N. J. 

The forerunner of Muller & Seitel, Inc., 
was the Anton F. Muller Co., founded by 
Clarence Muller’s father in 1866. In 1922 
the elder Mr. Muller retired and the busi- 
ness was conducted by Muller & Seitel, 
a partnership between Clarence Muller and 
Charles A. Seitel. This was dissolved in 
1926, when the business was incorporated. 


Bank Debits Show Increase of 
10.1 Per Cent in Week 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended Aug. 1 aggregated $14,493,- 
000,000, or 10.1 per cent above the 
total of $13,164,000,000 reported for the 
preceding week, and 5.4 per cent above 
the total for the week ended Aug. 3, 
1927. 

Aggregate debits for 141 centers for 
which figures have been published 
weekly since January, 1919, amounted 
to about $13,746,064,000, as compared 
with $12,406,986,000 for the preceding 
week and $12,983,547,000 for the week 


| ended Aug. 3, 1927. 
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Many Manufacturers Donate to 
South Pole Expedition 
Hardware manufacturers have been de- 
cidedly generous in supplying gratis the 
needs of the South Pole Expedition, 
headed by Commander Richard FE. Byrd, 
which gets under way this month. Goods 
valued at approximately $500,000 have been 
donated, with no strings attached to them. 
Here is a list of some of the manufac- 
turers who have donated and the class of 

merchandise given the expedition: 

Air Reduction Sales Co., New York, 
acetylene outfit; American Screw 
Providence, R. I., machine screws; Arm- 
strong Bros. Tool Co., Chicago, machin- 
ist’s tools; Bethlehem Steel Co., Bethle- 
hem, Pa., steel; Bridgeport Hardware 
Mfg. Co., Bridgeport, Conn., nail pullers; 
Brown & Sharpe Mfg. Co., Providence, 
R. I, machine tools; The Carborundum 
Co., Niagara, N. Y., grinding wheels; 
Cleveland Twist Drill Co., Cleveland, 
drills; Corbin Screw Corp., New Britain, 
Conn., machine screws and nuts; Thomas 
L.. Dickenson, New York, emery wheel 
dresser; Henry Disston & Sons, Inc., 
Philadelphia, Pa., files; William Dixon, 
Inc., belt dressing; Goodell-Pratt Co., 
Greenfield, Mass., bearing scrapers; Green- 
field Tap & Die Corp., Greenfield, Mass., 
taps and dies; Thomas Laughlin Co., Port- 
land, Me., marine hardware; The David 
Maydole Hammer Co., Norwich, Conn., 
hammers; Peck, Stow & Wilcox Co., 
Southington, Conn., tools; Reed Mfg. Co., 
vises; John*A. Roebling’s Sons Co., Tren- 
ton, N. J., wire; South Bend Lathe Co., 
large lathe; L. S. Starrett Co., Athol, 
Mass., machinist’s tools; Union Twist 
Drill Co., Athol, Mass., milling cutters; 
Walworth Co., Boston, wrenches; J. H. 
Williams & Co., Buffalo, drop forged tool. 

These are the names of but a few of 
the manufacturers who have contributed 
to the success of the expedition. 

Among the many items in the equipment 
of Commander Byrd are handcuffs and 
shackles, which are taken along as a pre- 
caution against the queer antics possible 
to human nature when placed under the 
strain of long months in that wilderness 
of snow and ice. 





William M. Henry President 
Oswego Tool Co., Oswego, N. Y. 


William M. Henry has been elected 
president of the Oswego Tool Co, 
Oswego, N. Y., succeeding his father, 


the late William J. Henry. 

Paul A. Henry, another son, has been 
made vice-president and treasurer, and 
C. N. Winfield, secretary. 





Peter P. Carney Resigns from 
Grand Central Palace, N. Y. C. 


Peter P. Carney recently resigned as 
advertising and publicity director of the 
Grand Central Palace, New York City, 
a position he assumed a few months ago. 

Mr. Carney is very well known in the 
hardware and sporting goods field, having 
been connected with many prominent 
manufacturers as an advertising and pub- 


Go. 


| licity director. He at one time had charge 
| of the publicity and promotion for the 
| du Pont Co.; later directed the same work 
| for the Winchester Arms Co., and still 
more recently was in charge of advertis- 
ing for the Remington Arms Co., Inc. 

Mr. Carney has not announced his plans 
for the future, but it is his intention to 
continue in the hardware and_ sporting 
goods field. He can be reached at 80 East 
Hunter Avenue, Maywood, N. J. 





Buttinghausen Bros. Operate 
as The Master Bake Pot Co. 


Buttinghausen Bros., of Bloomfield, 
N. J., who recently purchased the busi- 
ness and manufacturing rights of Cadmus 
Products Co., Bayonne, N. J., is now op- 
erating under the name The Master Bake 
Pot Co. Manufacturing headquarters and 
offices are in Bloomfield. 

The company announces that the im- 
proved “Master Bake Pot” is now ready 
for distribution. 





H. L. Gray Resigns from 
Simmons Hardware Company 


H. L. Gray, who has been an executive 
in the buying department of the Simmons 
Hardware Co., St. Louis, Mo., recently 
resigned from the company, effective 
Aug. 30. 

Mr. Gray joined the Simmons company 
in 1915 as a tool buyer and concentrated 
his energies at that time on strengthen- 
ing the Keen Kutter tool line. 
past four years he has served principally 
in the buying department in charge of all 
purchasing. 

Mr. Gray has made no announcement 
as to his future plans. He resides at 442 
South Gore Avenue, Webster Groves, Mo. 





Westchester Outing Aug. 22 at 
Playland, Rye Beach, N. Y. 


The Westchester County Hardware 
Dealers’ Association will hold its annual 
shore dinner on Wednesday, Aug. 22, at 
Playland, Rye Beach, N. Y. Dinner will 
be served at 6 p. m. at the Picnic Beach 
Pavilion. This plan permits an opportu- 
nity to thoroughly enjoy the many fea- 
tures of Playland before supper. Many 
members and salesmen plan to arrive early 
for a swim. 

William L. Vetter, vice-president of the 
association, is chairman of the committee 
handling the tickets. His address is 253 
Huguenot Street, New Rochelle, N. Y. 





Henry Lietz Passes Away 


Henry Lietz, president of the Lietz 
Hardware & Paint Co., Minneapolis, Minn., 
died recently in that city following an 
operation for appendicitis. 

Mr. Lietz, who was 49 years of age, 
was well known in Twin City hardware 
circles. For several years he was vice- 
president and general manager of the 
Gardner Hardware Co. and in 1925 opened 
his own store. His brother Charles, who 
was associated with him in business, has 
also been ill for some time. 





For the | 















Federal Radio Corporation 
Promotes E. C. Hill 


The Federal Radio Corp., Buffalo, N.Y, 
announces the promotion of E. C. Hil] 
from special field representative to man- 
ager of the sales and service division, He 
succeeds S. M. Doak, who was made ad- 
vertising manager. 

Mr. Hill has been with the Federal Cor- 
poration for three years. Previously he 
was connected with the Edison Phono- 
graph Co. and the Baldwin Piano Co. His 
many years contact with the* music and 
radio industry have well fitted him for 
his new pcsition. 


Russell & Erwin Mfg. Co. 
Moves New York City Offices 
On Aug. 15 the New York City offices 


of Russell & Erwin Mfg. Co., New 
Britain, Conn., were moved from 9% 
Lafayette Street to the Murray Hill 


Building, 285 Madison Avenue. 
The new telephone number is Lexing- 
ton 4273. 


The A. C. Horn Co. Appoints 
N. C. Chaney District Manager 


The Waterproofing Division of The 
A. C. Horn Co., Long Island City, an- 
nounces the appointment of N. C. Chaney 
as district manager for Ohio, Indiana, and 
Kentucky. 

Mr. Chaney. has spent many years in 
the waterproofing and cement floor busi- 
ness, and will make his headquarters at 
202 Southern Ohio Bank Building, Cin- 
cinnati, Ohio. 


William H. Niedringhaus Dies— 
Was Nesco Superintendent 
William H. Niedringhaus, superintend- 
ent of the National Enameling & Stamp- 
ing Co., Granite City, Ill, and a mem- 
ber of the Niedringhaus family, which 
founded that institution, died recently at 

his home in that city. 

Mr. Niedringhaus was born in St. Louis 
70 years ago, and attended public schools 
there. His only occupation had been with 
the Enameling company, and at the time 
of his death he had served it consecu- 
tively for 50 years. 


Ironton Stove Mfg. Co. Opens 
New Enameling Plant 


The new enameling plant of the [ron- 
ton Stove Mfg. Co. in Ironton, Ohio, 
which has been under construction for the 
past several weeks, was placed in opera 
tion on Aug. 7. 

The ovens in this new plant are heated 
by electricity. Fifteen hundred degrees 
of heat can be generated in one hour and 
twenty minutes. The old ovens were heat 
ed with oil, and it required 12 hours be- 
fore the heat reached the desired tempera 
ture. 
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St. Louis Association Picnic 


Attracts 500 on Aug. 5 


The St. Louis Retail Hardware Asso- 
ciation, St. Louis, Mo., held its annual 
picnic on Aug. 5 with about 500 in attend- 
ance. This included dealer members, 
their salesmen, jobbers’ salesmen, their 
families and friends. A baseball game be- 
tween dealers and salesmen featured the 
outing. The salesmen won with a score 
of 21-18. A large beer stein is the trophy 
which remains the property of the winning 
team for the ensuing year. 

There was a horse shoe pitching con- 
test, sports for the ladies and children, 
dancing, music and refreshments. Secre- 


tary E. J. Creissen tells us that everybody 
had a mighty good time. 


Benjamin Thurston Passes On 


Benjamin Thurston, general superin- 
tendent and a director of the American 
Screw Co., Providence, R. I., died on 
Aug. 3 at the Massachusetts Homeopathic 
Hospital, Boston. 

Mr. Thurston had been associated with 
the American Screw Co. for more than 
a half century, having started there as 
a machinist. He was born in Johnston, 
R. I., April 3, 1847. After attending the 
local schools he went to work for the 
Brown & Sharpe Mfg. Co., Providence. 

In 1902 he was made general super- 
intendent of the American Screw Co. 


Conlin-Johnson Hardware Co. 


Opens Valley City Store 


The Conlin-Johnson Hardware Co., with 
headquarters in Williston, N. D., has re- 
cently opened a branch store at Valley 
City. The company also has stores at 
Sidney, Fairview, Froid, Antelope, and 
Scobey. 


Hoover Reduces Western 
Prices to Eastern Level 


The Hoover Co., North Canton, Ohio, 
reduced prices on Aug. 1 of all Hoover 
Electric Cleaner models on the Pacific 
Coast. This reduction brings retail and 
dealers’ prices in the West to the same 
level as prevails east of the Rockies. 

Reductions amount to 5 per cent on 
Model 700; 6 1/3 per cent on Model 543; 
15 2/3 per cent on Model 972, and 7.4 
per cent on dusting tools. 


Landers, Frary & Clark Issue 
Universal Electric Catalog 


Landers, Frary & Clark of New Britain, 
Conn., are distributing to the trade Cata- 
log No. 3D, which is devoted to Universal 
tlectric appliances. The electric ware 
shown in this catalog is divided into four 
general groups: the jeweled, the period, 
the chromium plate and the conventional 
nickel ware, 





Among the many attractive items de- 
scribed and illustrated in this catalog are 
electric coffee percolators, samovar sets, 
chafing dish sets, toasters, waffle irons, 
vacuum cleaners, laundry irons and heat- 
ers. 


Economy Plumber Co. Reduces 
Prices on Two Products 


The Economy Plumber Co., New York 
City, announced on Aug. 9 reductions 
on Hercules boiler liquid and Hercules 
Radiator Stop Leak. New price on 
the boiler liquid in quart cans in lots 
of 6 or 12 cans to the case, $1.50 per 
can. The new price on the Stop Leak 
in 8-oz. cans, 1, 2 or 3 dozen cans to a 
case, is $3.50 per dozen. 


Gold Seal Electrical Co., Inc., 
Doubles Its Office Space 


Due to increased business, the Gold Seal 
Electrical Co., Inc., has recently doubled 
the size of its offices in the Postum Build- 
ing, 250 Park Avenue, New York City. 

The new offices face Park Avenue. 
They are flooded with sunlight and con- 
sist of executive offices, sales department, 
radjo tube division, general office division 
of the accounting department and the ad- 
vertising department. 


Pratt Re-elected President 
Southington Hardware Co. 


At the annual meeting of the Southing- 
ton Hardware Co., Southington, Conn., 
held recently, James H. Pratt was re- 
elected president of the organization and 
William E. Smith  secretary-treasurer. 
These officers and Marcus H. Holcomb, 
Edwin S. Todd, Charles E. Smith, Bradley 
H. Barnes, and Winifred P. E. Viering 
constitute the board of directors. 


American Gas Machine Co. Inc. 
Supplies Antarctic Expedition 


American Gas Machine Co., Inc., Albert 
Lea, Minn., recently supplied the Byrd 
Antarctic Expedition with Kitchenkook 
ranges, American Radiant Heaters, Ready- 
Lite Lamps and other merchandise which 
it manufactures. 


The Hudson Mfg. Co. Buys 
Owatonna Metal Products Co. 


The Hudson Manufacturing Co., Minne- 
apolis, announces that it has purchased the 
business of the Owatonna Metal Products 
Co., of Owatonna, Minn. 

The Owatonna concern makes a com- 
plete line of poultry equipment, such as 
feeders, waterers, nests, and brooder stoves. 
The stock and machinery of the Owa- 
tonna firm is being moved to Minneapolis 
and the new line will be made in the 
Hudson plant in that city. 





C. R. Johnson and Associates 
Purchase The Ives Mfg Corp. 


Charles R. Johnson, president of The 
Ives Mfg. Corp., Bridgeport, Conn., with 
a group of financiers, has completed the 
outright purchase of The Ives Mfg. Corp. 
Mr. Johnson joined the company about 
a year ago, and assumed the office of pre- 
sident in September, 1927, succeeding 
Harry C. Ives, former president of the 
company, who hecame chairman of the 
board of directors. 

The new organization will carry out the 
Ives manufacturing and selling plans, and 
the fulfillment of its contracts. 

Mr. Ives continues as a member of the 
new Ives organization. 

The Ives Mfg. Corp. has a San Fran- 
cisco office at 766 Mission Street; a New 
York office at 200 Fifth Avenue, and a 
Chicago office at 36 South State Street. 

The start of The Ives Manufacturing 
Corporation was in 1868 in the little town 
of Plymouth, Conn., and waé started by 
Edward R. Ives, the founder of this busi- 
ness, in a little barn. He was one of the 
pioneer makers of toys in this country. 
Prior to that time the toys were either 
crudely made in the homes or were im- 
ported to this country from abroad, and 
they also were decidedly crude. 

When the toy trade of the elder Mr. 
Ives grew, the old barn and the business 
came to Bridgeport in 1871. There were 
many changes in the kind and type of toy 
made as time went on, and there were 
some changes in the name, which was in 
the early days operated as a personal busi- 
ness by Edward R. Ives, until finally in 
1902 it was incorporated in the name of 
The Ives Manufacturing Corporation, and 
the present H. C. Ives has been con- 
nected with it in its various development 
for over forty years and shortly after 
1902 became active manager and later its 
president. 


Hoeft & Co. Catalog No. 18 


Hoeft & Co., Inc., manufacturers of 
poultry supplies and hardware specialties 
in North Chicago, Ill, have recently re- 
leased Catalog No. 18, dated 1929, and 
devoted to the Moe’s Line of poultry sup- 
plies. 

This is an attractive, easy to read, cata- 
log. Within its covers are illustrated des- 
criptions and listings of many products of 
interest to poultrymen, including wall foun- 
tains, winter fountains, feeders, hoppers, 
egg carriers, incubators, brooders and ac- 
cessories. 


Allith-Prouty Catalog No. 97 


Catalog No. 97 has recently been issued 
by the Allith-Prouty Co., of Danville, Ill. 

This is a very complete catalog, listing, 
describing, and illustrating the wide line 
of hardware which the company manufac- 
tures. Among the items shown are air- 
port door hardware, garage door hard- 
ware, hangers and watershed track, lock- 
ing devices, door pulls, hinges, rolling 
ladders, and fire door hardware. 
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Washington News Letter 


Chain Store Inquiry by Federal Trade Commission Getting Under Way— 


Revision of Duties on Hardware Products Under Discussion 





(Washington Bureau of HARDWARE AGE) 


The chain store inquiry started by 
the Federal Trade Commission under 
the Brookhart resolution happens to be 
almost simultaneous with a statement 
which shows the increased competition 
this source is providing for the retailer. 
For the first six months of the present 
year 499 new chain store units were 
provided for either by actual openings, 
leases or construction of buildings. It 
is interesting to observe that of this 
number 75 per cent or 376 units, were 
6f the 5c. to $1 class while 5c. and 
10c. stores made up only 123 units. 
This is taken to give striking proof of 
the keener competition the retailers are 
meeting in the broad activities of retail 
trade. In addition to this development 
during the first half of the current 
year chain department stores provided 
for 430 new units, of which 175 were 
established by mail order houses. 

The retailer is thus put on his guard 
and is required to be more alert than 
ever before. The price tag has a strong 
appeal to the purchasing public. The 
retailer makes known the value of good 
service together with reasonable prices 
and profits and shows that he provides 
quality and service which cannot be 
struck down by chain store or other 
competition. The chain store evidently 
sees growing opportunities in the 
smaller communities, realizing that in 
the larger cities the up-to-date in- 
dependent retail store does well with 
quality goods and service. 

The inquiry of the Commission ought 
to prove helpful, after it is completed, 
in throwing much light on this class of 
competition and stimulate the inde- 
pendent retailer to a point where he 
can meet it more successfully and 
check inroads which are being made 
on his trade. 


The Commission has filed with the 
Circuit Court of Appeals for the Sixth 
district (Cincinnati) an application 
for the enforcement of its cease and 
desist order against a varnish com- 
pany in Michigan. By the order, the 
company and its agents, representa- 
tives, etc., were directed to “cease and 
desist” from directly or indirectly 


secretly giving, or offering to give, em- 
ployees of its customers or prospective 
customers, without the knowledge or 
consent of their employers, as an in- 








By L. W. Moffett 


ducement to cause their employers to 
purchase or contract to purchase, from 
the respondent, varnish and kindred 
products, or to influence such employ- 
ers to refrain from dealing, or con- 
tracting to deal, with competitors of 
respondent, without other considera- 
tion therefor, money or anything of 
value. 


It is understood that applications 
for both increases and decreases in du- 
ties on a number of iron and steel 
products, some used in manufacturing 
hardware, have been made to the Tariff 
Commission under the flexible prdovi- 
sion. While it is doubted that any ac- 
tion will be taken on the applications 
the move is taken to signify growing 
possibilities of attempted tariff legis- 
lation at the next session of Congress. 
This action also is unlikely. The Cool- 
idge administration is opposed to tariff 
tinkering and in all probability will go 
out of office without any legislative 
action on the subject. It will of course 
have cases to deal with which come 
from the Tariff Commission. 

But legislation itself is going to be 
left to the succeeding administration. 
Rather the succeeding administration 
will have to determine for itself 
whether it wants Any Congressional 
action on the tariff. The truth of the 
matter is both the Republican and 
Democratic tariff planks are largely 
glittering generalities. The Republi- 
can plank does, however, indicate that 
there might be tariff revision upward 
for some industries suffering from for- 
eign competition. The Democratic 
tariff is even more hazy, but is mild 
in that it certainly does not indicate 
that the Democrats if placed in power 
would change the tariff much, though 
they might seek to make some down- 
ward revisions on steel, feeling that 
this would be pap for the farmer, 
though the reason for so thinking is 
difficult to understand. The outstand- 
ing feature of the Democratic plank 
on the tariff probably is its somewhat 
straddling attitude. The party has ar- 
rived at the point where it sees its 
greatest strongholds becoming indus- 
trialized and nothing more is needed to 
mean demand for a protective tariff. 
This political evolution is going on and 
making faster progress than is per- 
haps generally realized. 


With Tentative Draft Ready for Commission’s Consideration 









The Commission has announced that 
splendid cooperation has been received 
in its efforts to make a- comprehensive 
study of resale price maintenance. 
Questionnaires and schedules have been 
sent to wholesalers, retailers, depart- 
ment stores, and chain store owners, 
with the request to furnish prices and 
other statistical data regarding their 
respective businesses. 

A tentative draft of the report on 
the Commission’s inquiry into open 
price associations has been prepared. 
It deals with the number and impor- 
tance of open price associations, the 
effect of their activities, and the nature 
of their other activities, with particu- 
lar reference to alleged violations of 
the anti-trust laws. 

The commission, acting through Com- 
missioner Garland S. Ferguson, Jr., 
will hold a trade practice conference 
for members of the paint, varnish and 
lacquer industry on Aug. 1 at the Am- 
bassador Hotel, Atlantic City. 


To see the way business is proceed- 
ing it looks as though it was almost 
unaware that a Presidential campaign 
is under way. The traditional slowing 
down process, apprehension over 
changes in administrations, and the 
other bugbears that used to make their 
appearance once every four years have 
apparently disappeared. Business 
seems to be sure of itself and does not 
propose to let politics interfere with 
it. The surprising production of the 
steel industry for this season of the 
year is a strong example of the disre- 
gard business is showing toward poli- 
tics as it may affect trade. This basic 
industry, as well as the remanufactur- 
ing lines which it supplies, is proceed- 
ing at a rate which is exceptional for 





this period of the year. From a point 
of tonnage conditions are altogether 
satisfactory. The same cannot be said 
from a point of prices and profits. On 
the whole prices have shown a firmer 
tone but there are weak spots which 
perhaps is natural in an_ industry 
with such an enormous capacity 4s 
steel has in this country. Profits of 
only about 5 per cent are quite small 
for such an industry with its huge !?- 
vested capital yet that is about the 





average. 
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General Market News 








Active Summer Trade Reported 
in Hardware Markets— 


Prices Are Steady and Firm | 


NEW YoRK, Aug. 15.—Demand for summer hardware lines is 
reported by important market centers to be very active at this time. 


Most of these reports indicate that July has been as good or better | 
than July of last year, and that August bids fair to outstrip that | 


month in 1927. Building is maintaining a healthy condition and 
hardware dealers in the agricultural sections of the country are 
looking forward to a good fall trade. 


as fair. 


U. S. Bank Clearings Show 
15.2 Per Cent Increase 


Bank clearings in the United States 
for the week ended Aug. 2, as re- 
ported to Bradstreet’s Journal, aggre- 
gated $10,764,134,000, as against $9,- 
337,342,000 last week and $10,254,554,- 
000 in this week last year. There is 
here shown an increase of 15.2 per cent 
over last week and of 4.9 per cent over 
the like week a year ago. Canadian 
clearings aggregated $371,389,000, 
against $333,546,000 last week and 
$277,224,000 in this week last year. 


July Chain Store Sales Show 
Increase of 11.9 Per Cent 


Chain store systems continue to report 
increased sales. According to recent com- 
pilations, the first 17 chain stores to re- 
port sales for the month of July showed 
a gain of 11.9 per cent more than July, 
1927. In June the first 28 chain stores 
systems showed a gain of 18.7 per cent. 
Total sales for the larger chain systems 
lor the month of July were $70,120,687, 
as compared to $62,675,849 in the same 
month last year. 

IF’. W. Woolworth Co. continues to hold 
the lead in the volume of sales. This 
company showed an increase of 2.07 per 
cent as compared to last July, with $20,- 
592,480 sales during the month. Kroger 
stores brought in $15,268,766 during the 
month, an increase of 24.35 per cent. 
S. H. Kress & Co.’s sales were $4,638,606, 
an increase of 14.3 per cent. 

Woolworth’s small gain compared to 
some of its smaller competitors is ex- 
plained that Saturday is the biggest sales 





day for the stores, and ‘there were only 
four Saturdays this year in comparison 
to five last July. 

National-Bellas Hess & Co. reported 
slight losses both in July and in the first 
seven months of the year, compared to a 
similar period last year. 


July Building Up 15 Per Cent 
Over 1927, but Under June 


Preliminary returns to Bradstreet’s 
as to building permitted for in July 
point to a very substantial increase 
over July a year ago, although there 
is naturally shown a seasonal decrease 
from the month of June. This, it may 
be pointed out, refers to ordinary 
house, office, and store construction— 
building proper, in fact—in contra- 
distinction from road and other so- 
called heavy construction. 

With reports from 146 cities avail- 
able for July, Bradstreet’s is enabled 
to present a total of $249,834,884 of 
building permitted for in July, as 
against $286,978,208 in the identical 
cities in June and of $217,177,468 for 
July a year ago. There is here shown 
a decrease of 12.9 per cent from June, 
but a gain over July a year ago of 15 
per cent. This increase over the like 
month a year ago is of interest as 
showing the heaviest gain reported in 
any month since 1925. Owing to this 
gain, the small decrease shown for the 
half year of 1928 from the like period 
of 1927 has been converted into a gain 
of 1.2 per cent for seven months, the 
totals for seven months of this year 
and last being, respectively, $2,016,- 
948,902 and $1,992,576,043. 





Accessory Sales Continue Brisk 


—Parts Business Makes Record 


Having reached _ record-breaking 
heights in March, and continuing at 
virtually that level in April and May, 
manufacturers of automobile parts and 
accessories felt only a mild seasonal 
recession in June business, while their 
volume for the first six months of the 


| year was the greatest in their history, 
| according to the Motor and Accessory 


Manufacturers’ Association. 
Aggregate June business of a large 
group of reporting members was 190 
per cent of the January, 1925, base 
index used by the association, as com- 


| pared with 201 in May, 195 in April, 
| and 167 a year ago. 


Manufacturers of motors, bodies, 


. . | parts, and accessories supplied to car 
Prices are notably steady and firm, and collections are reported | cal trash eipheed ae: ecigeed equle- 
| ment reported June business as 200 


| per cent of the January, 1925, base, 


as compared with 215 in May, 213 in 
April, and 176 in June last year. This 
is the fourth month this year that 
shipments of this group of manufac- 
turers has reached 200 or above, the 
record level being 231 in March of this 
year. 

Shipments of replacement parts to 
wholesalers, which made a new record 
in May at 183 per cent of the 1925 
base, declined seasonally to 150 in June, 
but is well above last June’s figure of 
130 per cent. 

Accessory shipments to the whole- 
sale trade, which for several months 
have shown a declining tendency from 
last year’s levels, reached an aggre- 
gate volume of 110 per cent in June, 
as compared with 113 per cent in May 
and 132 per cent in June last year. 

Shipments of garage repair machin- 
ery and tools similarly declined, the 
June figure being 140 per cent, as com- 
pared with 157 per cent in May and 
171 in June last year. 


Last Week’s Price Average Was 
99.6 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced Aug. 5 that the previ- 
ous week’s wholesale commodity prices, 
based on Dun’s quotations, averaged 
99.6 per cent. The July average was 
99.6 per cent. The purchasing power 
of the dollar was 100.4 cents on a 1926 
basis of 100 cents. The July average 
was 100.4 cents. 

Crump’s index for the week on the 
revised 1926 level was 94.2. The July 
average was 94.3. 

The Italian index on the revised 
1926 level for the week ended July 28 


| was 74.3. 
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Chicago Market Prospects Brighten with 
Favorable Crop Reports—Prices Firm 


(Chicago Office of HARDWARE AGE) 


_ Cuicaco, Aug. 14.—There is practically no change in the hard- 
ware market conditions during the past week. The continued hot 
weather has held up the demand for all summer items and a very 
satisfactory volume of re-orders for this class of merchandise is be- 


ing received from the dealers. 


As the harvesting of small grains progresses throughout the Mid- 


dle West the feeling of optimism over the outlook grows. 


Many 


sections are reporting small grain yields the best in the past decade. 
Other farm crops are generally in good condition and barring adverse 


year. 


‘weather from now on, this should be an exceptionally good farm 


Steel mill production in the Chicago area still stands at about 75 


per cent of capacity and it is expected that this will be somewhat in- 


creased with the opening of the last quarter. 


well maintained. 
Collections show 
‘only fair. 


AUTOMOBILE ACCESS ORIES.— | 
Tires are in excellent demand. Tourist 
equipment also is moving freely. Prices 


in general are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each: Cham- 


pion X, 45c. each; Champion Blue 
Box Line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 


35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 1% in. cylinder, $1.85 
each. 

Tires and Tubes.—Mansfield tires. 
36 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, $12.10; tires, 29 x 
4.40, $8.00; 32 x 6.20, heavy duty, 
$17.40; tubes, 30 x 3%, $1.40; balloon 
tire tubes, gray, 29 x 4.40, $1.65; 32 x 
6.20, $3.00. 


BOLTS AND NUTS.—Sales are only 
fair, but prices are being well main- 
.tained. 


JOBBERS’ by he TO RE- 
oo F.O CHICAGO: 

Carriage bole. “cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent discount: 
machine bolts, cut thread, 60 per cent 
discount; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—Prices are 


firm and there is a good demand. 


JOBBERS’ a gisthwe TO RE- 
TAILERS, F.0.B, CHICAGO: 

3% x 3% steel he old copper 
and dull brass finish, $2.34 per doz. 
pair, case lots; less quantities, $2.16 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, $3.00 per 
doz. pair, case lots; less quantities. 
$3.12 per doz. pair; heavy steel bevel 
inside sets, $5.00 per doz. sets, case 
lots; steel bit-keyed front door sets, 
$1.45 per set; wrought brass, bit- 
keyed front door sets, $2.60 per set; 
cylinder front door sets, $6 per set. 


CHAINS.—A very satisfactory volume 
ef sales is reported. 
changed. 


Prices are un- 


Steel prices are being 


slight improvement although they are still 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. CHICAGO: 

| %-in. proof cow chains,’ $8.50 per 
100 lb. Tenesco Bull Dog and Brown 

| coil chains, 50-10 per cent discount. 

| No. 00-4% electric welded cow ties, 

} $2.75 per doz. 


COPPER RIVETS AND BURRS.—The 
| market is very strong and the demand 
|is active. 


| JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B,. CHICAGO: 
Copper rivets and burrs, 40-10-5 
per cent discount. 


| 

| EAVES TROUGH, PIPE, ETC.—Cop- 
per pipe and gutter are increasing 
steadily in demand. The season prices 
continue unchanged. Orders have been 
helped by the rainy weather. 


JOBBERS’ QUOTATIONS TO RE- 
| TAILERS, F.0.B, GHICAGO: 

28 gage single head lap joint gut- 
ter, 5 in., $4.50 per 100 ft.; corrugated 
conductor pipe, 3 in., $4.20 per 100 
ft.; plain ridge roll, 14% in., $3.65 per 
100 ft.; corrugated conductor elbows, 
3 in., $1.51 doz. 


ELECTRICAL MERCH ANDISE.— 
There is an active demand for all kinds 
of electrical appliances. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Electrical Merchandise. — No. 14 
rubber covered wire, $6 per 1000 ft.: 
in less than 1000 ft. lots, $6.50; No. 
18 lamp cords, $11.25 per 1000 ft.; in 
1000 ft. lots, $10.50; % in. brush brass 
key sockets, 13c. each; lots of 25, 
12%c. each; two-way plugs, 45c. 
each; in lots of 10, 40c. each; two- 
piece attachment plugs, 7c. each; 
dry cells, boxes of 50, 324%4c. each; 
less than case lots, 36c. each. 

Electrical Appliances. — Iron Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; lots of six, $4.75; Per- 
colator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries 
D 779 E, $1.40 each; base lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each: pack- 
ages of 5, $2.97; No. 485 Layerbilt 
battery, less than standard packages, 
$2.22 each; standard packages, lots, 
$2.06 each. 

Battery Chargers.—Apco line, lots 
of less than 10, $9.90 each. 








FILES.—Sales are good and prices are 
without change. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. CHICAGO: 

American files, 60-10 per cent off 
list; Nicholson files, 50 per cent off 
list; Black Diamond files, 50 per cent 
off list. 


GALVANIZED WARE.—Except for 
jobbers’ leaders, galvanized ware prices 
are unchanged, with seasonable items 
moving in good volume. 


JOBBERS'’ ae Aah Png TO RE.- 
TAILERS, F.O.B. CHICA 
Standard galvanized ie made 
bs, No. 1, $5.75; No. 2, $6.50; No. 3, 
5; 10 qt. galvanized after made 
ails, $2; 12 qt., $2.25; 14 qt., $2.50; 
1 gal. all galvanized oil cans, special 
$2.35 doz.; 2 gal., $4 doz.; No. 3, 3 
gal., $5.75 doz.; 5 gal., $7 doz.: 1 bu. 
galvanized baskets, $6.25 doz.; No. 26 
erie 1% bu. galvanized measure, 
4.50. 





|'GARDEN HOSE.—Demand continues 








active in account of continued warm 
weather. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B,. CHICAGO: 
Garden hose, good quality molded 
hose, % in., lle. per ft.; 12%c. per 
ft., 5 ply, good quality, wrapped, % 
in., 8c. per ft.; % in., 9%c. per ft. 
Lawn sprinklers, Rain King, $28 a 
doz.; original fountain sprinklers, $6 
doz.; Rainbow, 38 in. high, $24 a doz. 


GLASS AND PUTTY.—There is a 
good seasonal demand and prices are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B, CHICAGO: 

Single strength A, all brackets, 88 
per cent discount; single strength B, 
all brackets, 89-5 per cent discount: 
double strength A, all brackets, 88 
per cent discount; double strength B, 
all brackets, 89-9 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS.—Me- 
chanics’ grades are off in sales, but the 
popular priced lines are ahead of 1927 
volume. Manufacturers are holding a 
firm market. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B, CHICAGO: 
Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No, 2 shingling, $12.50 doz.; first 
> igs! hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 
2 shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—Sea- 
sonable lines are moving freely. No 
change in prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Hay fork handles, straight, chucked 
and bored, X 4 ft., $2.40 “a doz.; 4% 
ft., $2.70 per doz.; XX 4 ft., $3.90 per 
doz.; 4% ft., $4.20 per Ay: ash fork 
handles, bent, chucked and_ bored. 
X 4 ft., $2.90 per doz.; 4% ft., $3.20 
per doz.; ash hay fork handles, bent 
with strap, ferrule and cap, X 4 ft.. 
$4.90 per doz.; 4% ft., $5.25 = doz.: 
XX 4 ft., $6.15 per doz.; 4% ft., $7.10 
per doz.; bent manure "fork handies. 
plain, X 4 ft., “8 05 per doz.; 414 ft. 
$3.40 per doz.; mom © th, $4. 65 per 
doz.; 4% ft., $5 per doz.; bent manure 
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fork handles, with strap, ferrule and 


cap, X 4% ft., $5.25 per doz.; XX 4 
ft., $6.65 per doz.; 4% ft., $7. 10 per 
doz. ; 


garden hoe handle, X 4% r., 
$2.60 per doz.; XX 4% ft., 3 


doz.; rake handles, X 5% 

per doz.; XX 5% ft., $5.65 per doz.; 
shovel handles, regular pattern, X 4% 
ft., $4.25 per _doz.; XX 4% ft., $5.95 
per doz.; XXX, $8 per doz.; wood D 
spade handles, X, ago per doz.; D 
shovel handles, X, L. top, $4.45 


per doz.; Sturd-E ce Pu. 50. 


HANDLES, HICKORY.—Hickory grad- 
ings are now under the supervision of 
the Department of Commerce. Quali- 
ties are consequently more uniform and 
prices steadied. Sales are heavy on 
the medium priced grades. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B, CHICAGO: 

No. 1 (new B. W.) hickory, $4 doz.; 
No. 2 (new B. R.), $8 doz.; second 
growth hickory (new A. W.), $5 doz.; 
finest select second growth hickory 
(new A. A.), $6.50 doz. 

Hatchet and Hammer Handles. — 
No. 1 (new S. B. R.), 90c. doz.; finest 
second growth hickory (new S. A. 
W.), $1.80 doz. 

HINGES.—Prices are very firm and 

sales are good. 

JOBBERS’ 4 yp ete TO RE- 
TAILERS, F.0.B. CHICAGO: 

Heavy strap hinges in bundles, 4 
$1.00; 5 in., $1.30; 6 in., $1.85; 8 
$2.62; 10 in., $4.20 per doz.; extra 
Comey = hinges in bundles, 4 in., 
$1.34; 5 in., $1.66; 6 in., $1.95; 8 in., 
$2.96; 10 in., $4.80 per doz. 

ICE CREAM FREEZERS.—tThere is 

change in prices and there is an 

active demand. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B, CHICAGO: 

White Mountain, 1 qt., $4.80 list; 

2 qt., $5.60 list; 3 qt., $6.75 list; 4 qt., 
$8.25 list; 6 qt., $10.45 list; 8 qt., $13.40 
list; 10 qt., $17.90 list; 12 qt., $21.50 
list; 15 qt., 325. 60 list: 20 qt., $33.20 
list; 25 qt., $42.60 list. Arctic, 1 qt., 

$4 list; 2 qt., $4.60 list; 3 qt., $5.45 
list; 4 qt., $6.80 list; 6 qt., $8.60 list; 

8 qt., $11.10 list. All the above less 

50 per cent discount. Alaska, 1 bay 
$2.95 list; 2 qt., $3.45 list; 3 qt., $4.10 
list; 4 qt., $5 list; 6 at., $6. .30 ‘list; 8 
qt., $8.20 list; 10 qt., 
qt., $14 list; 15 qt., 
$21.50 list. 'A discount of 20 and 10 
per cent on all above prices. Acme, 
2 qt., galv., $8 doz.; 2 qt., enamel, 
$10 per doz.; 4 qt., enamel, $18 per 
doz. Above prices are net, 

Everybody’s Freezers, 1 pt., $3.50; 
1 qt., $4.50; 2 qt., $6; 3 qt., $7; 4 at., 
$8. Prices are each and subject to a 
dealer’s discount of 30 per cent off 


LAWN MOWERS.—The active demand 
continues and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B, CHICAGO: 

16-in. ball bearing, 5-knife, 10%-in. 
wheels, $11.50 each; 16-in. ball bear- 
ing, 4-knife, 10%-in. wheels, $9.25 
each, and $7.00 for cheaper grades; 
16-in. ball bearing, 4-knife, 9-in. 
wheels, $8.50, and $6.75 for cheaper 
grades; 8-in. wheel, 4-knife ball bear- 
ing, $7.25 each, and $6.25 for cheaper 
grades, 


NAILS, WIRE AND STAPLES.—Chi- 
cago stock prices remain unchanged. 
Prices in other central sections have 
steadied and no cutting is reported. 
oo are better than usual summer rec- 
ords. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

L.c.l. quantities common wire and 
cement coated nails, current, L.c.1. 
Stock orders, $3.10 per keg base, Dec. 
1, 1927, extras. 

No. 9 black annealed wire, $3.30 per 
100 lb.; No. 9 galvanized plain wire, 
$3.85 per lb.; catch weight spools 
galvanized cattle or hog wire, $3.80 
ber 100 Ib.; polished fence staples, 
$3.55 per 100 Ib. 


> 











OIL AND GASOLINE STOVES.—The | 
is holding 


continued warm weather 
sales up exceptionally well. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Perfection. — No. 72, 2 burners, 
$17.50; No. 73, 3 burners, $22.50; No. 
74, 4 burners, $28.50. 


Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 

Puritan (Improved Model).—No. 42, 
2 burners, $17.50; No. 43, 3 burners, 
$22.50; No. 14, 4 burners, $28.50. 

Puritan discounts the same as Per- 
fection. 

Nesco.—No. 212, 2 burners, $17.50; 
No. 213, 3 burners, $22; No. 214. 4 
burners, $28; No. 1103, high’ shelf 
only, $6.50; No. 1104, high shelf only, 
$8. 


With vitreous ename led stove stops 
and splash back.—No. 233, 3 burn- 
ers, $36.50; No. 244, 4 burners, $44.50. 

Nesco dealers’ discount, 30 and 5 
per cent, 


Nesco Rolo, 5 burners and oven, 
$90; No. 400, built-in oven model, 
$63. Dealers’ discount, 30 and 5 per 
cent. 

Coleman.—No. 322, range, $114; No. 
328, range, $72; No. 325, range, $45; 
No. 329, range, $52.50; No. 324, range, 
$39; No. 330, range, $34.50. 

Coleman dealers’ discount, 33% per 
cent, 

OVENS 


lburners, plain 
1 burner, glass 
burners, glass 


Perfection.—No. 211, 
door, $2.50; No. 211G, 
door, $2.70; No. 112G, 2 
door, $6. 

Dealers’ 


discount on 10 or more, 30 


and 5 per cent; less than 10, 30 per 
cent. 

Puritan.—No. 42G, 2 burners, glass 
door, $5.50. 

Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 


cent, 

Nesco.—No. 
door, $2; No. 1 burner, 
$2.15; No. 020, 2 burners, solid door, 
$4.25; No. 20, 2 burners, glass door, 
$4.50; No. 301, 2 burners, glass door, 
thermometer, $6.40. 


WICKS, ETC. 


each; 


05, 41 burner, = solid 


glass door, 


ov, 


Rockweave wick, 25c. Per- 


fection and Puritan, $4 per doz. and 
$48 per gross. 
Discounts same as on oil cook 


stoves, ovens and heaters. 
PAINTS AND OILS.—There is a good 
demand and prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Linseed Oil, Raw.—Barrel lots, 86c. 


per gal.; 5 barrel lots, 83c. per gal. 

Linseed Oil, Boiled. — Barrel lots, 
90c. per gal.; 5 barrel lots, 87c. per 
gal. 

Denatured Alcohol. — Barrel lots, 
58%c. per gal.: steel drums, extra, 
$6, returnable. 

Turpentine.—Drum lots, 62c. per 
gal. net. 

White Lead.—100 lb. lots, $13.25; 


50 Ib. lots, $6.75; 25 Ib. lots, $3.40; 12% 
Ib. lots, $1.75. 

Shellac.—(4% lb. cuts), white, $2.20 
per gal. in barrel lots; orange, $2.35 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
5%c. per Ib.; in 100-lb. lots, 6%c. per 
lb. 

Dry Paste.—Barrel lots, 7\%4c. 

Ib. 

PREPARED ROOFING.—Roofing is 
selling well at present prices, which are 
about 30 per cent above spring low 
levels. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Best grade slate surface prepared 
roofing, $2.25 per square; best grade 
tale surfaced, $2.25 per square; me- 
dium tale surfaced, $1.75 per square; 
light talc surface, $1.05 per square; 
red rosin sheathing, $55 per ton. 


per 





| changed. 





WARE. — Prices are un- 
With the approach of the 
fall season, there is an improvement in 


PYREX 


| the size and quantity of orders. 


| fiber, 


| SASH CORD.—There is an 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
. 212, $7.20 dozen; 





No. 214, $12 dozen. 
New Handled Casseroles. — Round, 


No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 533, $14 
doz.; Shallow Oval, No, 642, $12 doz.; 
No. 648, $14 doz. 

Pie Plates.—No. 208, $6 per dozen; 
No. 209, $7.20 per dozen. 

Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup., $28 doz. 

Utility Pans.—No. 231, $8 doz.; No 
232, $14 doz. 

Iced Tea Sets.—$4 per set. 

ROPE. — Manufacturers still have 


stocks of higher cost manila hemp, as 
the recent demand has been slack. Pres- 
ent rope prices are based on lower cost 
and the makers’ profits are re- 
ported very scant. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Best Manila, standard brand, 21c 
per lb. No. 2 Manila, 19c. per Ib.: 
No. 1 Sisal, 14%c. per Ib.;: No. 2 
Sisal, 18c. per Ib. 


active de- 
mand and prices are very firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


No. 7 standard brands, $8.15 per 
doz. hanks; No. 8, $9.35 per doz, 
hanks. 

SCREWS.—Screw makers report old 


low-cost stocks in the hands of whele- 


salers are sold out and good orders com- 


ing in at the present advanced figures. 
Sales here are above 1927. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B, CHICAGO: 

Screen doors, No. 266, 2-8 x 6-8, 
$20.46 doz.; No. 296, 2-8 x 6-8, $24.66 
doz.; No. 311, 2-8 x 6-8, $20.92 doz.; 
window screens, No. 1833, $4.56 doz.; 
No. 2433, $5.40 doz. 


SOLDER AND BABBITT.—Lead and 
tin markets show little change and no 
prices are affected this week. Orders 
are below par. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B, CHICAGO: 

Warranted 50-50 solder, $35 per 100 
Ib.; medium 45-55 solder, $33 per 100 
lb.; tintfers, 40-60 solder, $30.50 per 
100 lb.; high speed babbitt metal, $20 
per 100 lb.; standard No. 4 babbitt 
metal, $12 per 100 Ib, 


STEEL SHEETS.—A real pick-up in 
buying is generally reported, though 
prices continue competitive and low. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
28 gage galvanized sheets, $5.30 per 


100 Ib.; 28 gage black sheets, $4.20 
per 100 Ib. 
WRENCHES. — Adjustable wrenches 


are in particularly good demand. Prices 


are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Agricultural wrenches, 60-10-5 per 
cent discount. Coes’ wrenches, 40-10 
per cent discount; engineers’ 
wrenches, 50-10 per cent discount on 
new list; Stillson wrenches, 70-10 per 
cent discount; Trimo, 70-5 per cent 
discount. 

Snap-on Wrenches. — Radio 
electrical sets in metal cases, $2.75; 
No. 111, Master Service Set, $15.65; 
No. 202, Heavy Duty Set, $9.75; No. 
404, Flexible Socket Set, $7.50; No. 
608, Crankcase Drain Plug Socket, 
$3.55; No. 900, Square Socket Set, 
3. 70; No. 1878, Giant ‘“‘Snap-on’’ with 
extra heavy duty ratchet, $30.55. Al? 
Snap-on Wrenches less 33% per cent 
discount. 


and 
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Atlanta Business Outlook Good— 
Fall Orders Being Placed 


wed _ (Atlanta office of Harpware AcE) | COOLERS.—Business continues good; 
ATLANTA, Aug. 14.—Conditions in Atlanta territory continue | stocks are full and prices firm. 
bright. Considerable improvement has taken place in the agricul- | JOBBERS’ QUOTATIONS TO RE. 
| TAILERS, F.O.B. ATLANTA, GA:: 
tural outlook and both merchants and farmers appear unusually | Galvanized Lined Water Coolers. 2 
optimistic. Numerous orders are being placed in anticipation of a | {f*uallon’ $2.55 cache 6 gation, “Gong 
good fall trade and fall deliveries on many items will start the last ee ee een, 
of this month with heavier deliveries in September and October. Twentieth Century Water Coolers 
“ x complete with stand and bottle, green 
Jobbers seem to be very well satisfied with the volume of summer z. Soseusny color, $14 each; white, 
business and with the general optimistic feeling prevailing the busi- pgpements 
g P gp g FILES.—Orders are fair, stocks full, 













— outlook pe icnarss, Managers yh ‘ aver with no indication of price change. 
Prices are very firm and collections at this time are reported as JOBBERS' QuoT ATIONS To RE. 
j | TAILERS, .0.B. A A, A. 
being —s good. Black Diamond or Nicholson at 









list, less 50 per cent. Other brands 
as low as list, less 70 per cent. 









AUTOMOBILE A CCE SSORIES.— |! Flashlight Batteries.—No. 935, $9.25 
: | 100; No. 950, $9.25 per 100; No. : = : 
There is a good demand for acces-| 459 $18 '50 per 100: Ro Re sito oo FREEZERS, ICE CREAM.—Season is 
sories. Jobbers’ stocks are complete | 100; No. 750, $18.50 per 100; No. 761, getting late, although business con- 
» | $25 per 100. ; 2 
and prices firm. “Multiple Hot Shot Batteries.—No. tinues good and many orders are yet 
JOBBERS’ QUOTATIONS TO RE- 1461, 4 cell, $1.67 each; No. 1661, 6 being filled. Stocks are complete and 
TAILERS, F.0.8. ATLANTA, GA-: cell, $2. —— prices firm. 
Mansfield Balloon Tires.—29 x 4.40- BOLTS, NUTS AND RIVETS.—Orders JOBBERS’ QUOTATIONS TO RE- 






21 in., $8; 29 x 4.75-20 in., $10.05; 30 






























































x 5.25-20 in., $12.50; 31 x_5.25-21 ‘in., are increasing, with stocks well as- TAILERS, F.0.B. ATLANTA, GA.: 
ee eee eee sci eae nat a 
- 9 -2U. 5. o9 40 
“Mansfield High Pressure Tires.—30 JOBBERS’ quetarions TO RE- list; 4 5) 5 list; 6 , $10.45 list: 
x 3% Cl. $5.66; 99 x 3% extra sise, TAILERS, F.0.B. ATLANTA, GA.: Sat. $18.40 list; 10 qt,” $17.90. list: 
$7.25; 30 x vy; as; $9.10 Carriage and machine bolts are list 12 qt., $21.50 list; 15 qt., $25.60 list: 
The above carry a 5 per cent dis- | less 60 per cent. Nuts list less 60 20 qt., $33.20 list; 25 qt., $42.60 Bat. 
count. | per cent. Stove bolts less 75 per Arctic Freezers.—1 at., $4 list; 2 
Weed and Rid-O-Skid tire chains | cent. Tire bolts less 50 per cent. Lag qt., $4.60 list; 3 qt., $5.45 list; 4 ¢e 
are quoted at list less 30 per cent in bolts 60 per cent. Rivets, large, $4 $6.80 list; 6 qt., $8.60 list; 8 qt., $11.10 
quantities of less than 12 pairs. Less base per 100 lb. Small wagon rivets list. 
35 per cent in quantities of 12 at 60 per cent. The ry list prices are less 50 
oT 60 pairs or more ~— | BUILDERS’ HARDWARE—Business | °° cent Ce ome a at. $2.96 list: 
Champion Spark Plugs.—No. X, 45c. is good. Stocks are complete and 2 qt., $3.45 list; 3 qt., $4.10 list; 4 at.. 
— No. 5, 53c. each; No. 6, 53c. prices are very firm. $5 list: 6 at., $6.30 list: 8 at., $8.20 
each list; 10 qt., $10.75 list; 12 qt., $i4 list: 
1, Sprinotiela Soe ge -—No. TJOBBERS_ QUOTATIONS TO RE- 15 qt., $17 list; 20 qt., $21.50 list. 

5 eac 1 AILERS, F.O.B. A ; > 
Automobile Jacks.—No. 610 Walker. | Ball tip plated steel butts, dull jr aan pg «ghey pg of 20 
5c. each; No. 600 Walker, 90c. each: | brass or old copper plated, in less . . a 
No. 1 Walker, $2.10 each; No. 515 | than case lots, 3 x 3, $20 per 100 pair: Frost King eg at., $2.10; 2 
Walker, $2.40 each. A 3% x 3%, $21 per 100 pair; 4 x 4, $28 qt., $2.50; 3 qt., $3.00; 4 at., $3.60; 6 

Klaxon Automobile Horns.—No. 3 | per 100 pair. Plain Steel Butts with qt., $4.60; = at., $5.80; 10 qt., $7.75: 
—— b —_ ee 11 oye as | loose pins, size 2 x 2, $1.05 per doz. 12 at., 
eac st; No. attery, , eac | ir; 2% x 2%, $1.20 d i P : 
list; No. 12 battery, $5 each list: No. | $95" "$935 pet’abe noir Suen x ate. GALVANIRED WARE.—Business _ is 
lg a FE eal — ye Ragen ag $1.65 per dos. pair; ‘ 4, $2. .30 per good; jobbers’ stocks are complete, 
orns le 5 > H rts a doz. pair: x 4 i s a * ‘ 
less 40 per cent. Hinges, heavy. stray ize 4 ~e oy with no indication of price change. 
; ; in- per doz. pair; 5 in : $1.50: ’ TATIONS TO RE- 
AXES.—Orders for immediate ship | Bn $2.80; to ine’$4.30:' 12 In, $6 82 ene Se ATIONS. T' Se. 
ment are scattering, but good bookings | _ per doz. pair. Heavy tee hinges, 6 3 te 
are reported for fall shipment. Job- in., $1.40 per doz. pair; 8 in., $2. Ex- ako ye bax yr ea rte be 
z Pp . “3 tra heavy tee hinges, 8 in., $3; 10 in., q by > are 85 be a we * 
bers’ stocks are broken, but prices are $4.75. ee . — . A sgh aca 
° 7 ° ” as ubs.—No. 0, $5.15 per doz.; 
firm. CLIPPERS. — Toilet’ clippers are in No. 1, $6.35 per dos.; No. 2, $7.15 per 
JOBBERS’ QUOTATIONS TO RE- ood demand. Stocks ar doz.; No, 3, $8.50 per doz. 
TAILERS, F.0.B8. ATLANTA, GA. & pyle are complete Light Well Buckets.—10 qt., $1.50 
Single bit, first quality, unhandled, and prices firm. per doz.; heavy well buckets, 10 at.. 
$14.75 per doz.; first quality, handled, JOBBERS’ QUOTATIONS TO RE- $5.50 per doz. 
== per 0°02, Ps 3 Bo age ny: TAILERS, F.O.B. ATLANTA, GA.: Oil Cans.—1 gallon, $3.60 per doz.: 
Ss — a ~ 4 iit ; e* ndle a No. 1 Stewart horse clippers, $14 5 gallon, $7.50 per doz. 
gle » Second quality, handled, each, less 33%, with repairs at the > > 
aoeumenns eae P seh same discount, Brown | & | Sharpe. HOES. — Business is slow, stocks 
B £S.—The demand is li g ressant and narrow blade, $4.50 per : 
5 sat . pair less 25-10; American Gentleman, broken, prices very firm. 
Stocks are complete, with no indication $3 less 3314. JOBBERS’ QUOTATIONS TO RE- 
i . : TAILERS, F.0O.B. ATLANTA, GA:: 
of price change COTTON COLLARS.—Good bookings wa gene ty 
JOBBERS’ QUOTATIONS TO RE- ; Scovil Hoes, No. 00, $11.50 per doz. 
TAILERS, F.O.B. ATLANTA, GA:: are reported for future shipment. list; No. 0, $11.75 per doz. list: No. 
Broken Full JOBBERS’ ror ta TO RE- 1, $12 per dos, Hist; yay niet. iia 
Packages Packages TAILERS, F.0.B. ATLANTA, GA.: gots ge. : : lis 
$2.33 Old Beck cotton collars, $7.00 per Scovil Hoes less 45 per cent dis- 
3.33 dozen; Lankford Junior cotton col- count. 
1.92 lars, $9.00; Lankford, $10.50. oo eee, ae agp handles. 
2.80 y regular cotton hoes with goose +7 98 
114 CUTLERY.—The present demand is or straight shank, 6% in. blade, $7.95 
23 good. Salesmen are booking orders Per ggg BF blade, $8.25 per = 
i . . , ° °° ° 
130 for both prompt and future shipment blade, $8.90 per doz. 
1.30 on pocket, kitchen and table cutlery, Cotton Choppers hoes with 5 foot 
1.92 : ; 7 handles, 8 in. blade, $8.60 per ‘oz.: 
a: A dibesie tte ear bike razors, shears and scissors. Prices re- 9 in. blade, $9.50 per doz.; 1° in 
No. 6 ignition type, $32.50 per 100. main firm. blade, $10.10 per doz. 
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LADDERS, STEP.—Business is only 
fair, stocks well assorted, prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
Competition grade, 4 ft., $1 each; 
5 ft., $1.25 each; 6 ft., $1.50 each: 8 ft., 
$2 each. 


LAMPS.—Orders are only fair, stocks 
complete and prices firm. 

JOBBERS’ bor ety TO RE- 
TAILERS, ATLANTA, GA.: 

Coleman No. $6.25 each; 
No. L327 ; No. L427, 
$6. Plain glass lamp bowls, in car- 
tons of 12, $3.50 per dozen and up. 
LANTERNS.—Good bookings are re- 

ported for future delivery. Stocks are 
complete and prices firm. 

JOBBERS’ oy gph TO RE- 
TAILERS, F.O.B LANTA, GA.: 

Monarch, $8.25 ‘ae gh no DeLite. 
$13.50; No. 210, $7.50; No. 150, $8.50; 
No 160, $12; No. 160BR, brass fount 
and red frame, $18. 

LAWN GOODS.—Business is good; 
stocks are complete; no price change 
expected this season. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Ball bearing lawn mowers from 
$7.50 up. Plain bearing lawn mowers, 
$4.50 up. 

Water hose, % in. by 5 ply, 7c. per 
foot; % in. by 5 ply, 8c. per foot; % 
in. by 5 ply, 944c. per foot; in 25 foot 
lengths, 50 feet and longer, ‘4c. less. 

Hose nozzles are $4 to $6 per doz. 

Rain King Sprinklers, $2.25 each; 
Giant King Sprinklers, $7.50 each; 
Ring Sprinklers, 50c. each. 

Hose reels, $3.35 up; hose couplings, 

\% to % in., $1.25 doz.; clinch coup- 

lings, $1.75 per doz.; galvanized hose 

clamps, % to % in., 25c. per doz. 

Hose washers, 60c. per Ib. 

Galvanized sprinkling cans, 4 aqt., 
$6.50 per doz.; 6 qt., $7 per doz.; 8 
qt., $8 per doz.; 10 qt., $9 per doz.; 

12 qt., $10.75 per doz. 
NAILS.—Business is increasing with 
competition keen. Stocks complete and 
prices unsettled. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 

_ $3.15 per keg, base is quoted, 1% 

inch polished staples, $4.25 per keg; 

K, inch galvanized staples, $6.50 per 

eg. 

POULTRY NETTING AND SUP- 
PLIES.—Business is still good; stocks 
well assorted; no price change. 


JOBBERS’ QUOTATIONS TO RE- 


New Williams-Husky Combina- 
tion Electrical Set 


This Williams - Husky Combination 

Wrench Set is made possible by the recent 
reciprocal sales arrangement between J. H. 
Williams & Co., Buffalo, N. Y., and the 
Husky Wrench Co., Milwaukee, Wis. 
This arrangement enables each company to 
merchandise in combination sets the other’s 
(uality open-end, or socket wrenches. It 
‘s made for sales purposes only and is lim- 
ited to the items which constitute these 
Sets. 
_ Williams-Husky Electrical Set No. 287 
15 claimed to be the only complete assort- 
ment on the market combining open-end 
and socket wrenches to service the electri- 
cal equipment of all makes of cars, for 
general electrical and radio work and for 
all delicate adjustments. All units are of 
high quality—every “Superrench” and 
“Husky” Socket is guaranteed against 
breakage. 








F.0.B. ATLANTA, GA.: 
and straight line netting 
follows, for No. 20 gage, 
galvanized before weaving, 12 x 1, 
$4.95 per roll; 18 x 1, $7.12 per roll; 
24 x 1, $9.08 pee roll; 30 x 1, $10.83 
per roll; 36 x 1, $12.38 per roll; 48 x 1, 
$16.50 per ae "60 x 1, $20.63 per roll; 
72 =z 1, $24.75 per roll; 12 x 2, $2.14 
; 18 x 2, $3.08 per roll; 24 x 2, 
r roll; 30 x 2, $4.68 per roll; 
.35 per roll; 48 x 2, $7.13 
per roll; 60 x 2, $8.91 per roll; 72 x 2. 
$10.69 per roll. The above prices are 
list and subject to a discount of 60 
per cent. 

Drinking | ee. 1, $2.00 per 
doz.; No. $2.75 per doz.; No. 24, 
$4.00 per ae: No. 32, 75c. per doz. 

Feeders.—No. 11, 85c. per doz.; No. 
12, $1.65 per doz.; No. 27, $1.65 per 
doz.; No. 28, $2.50 per doz. 

Double Feeding Troughs.—No. 58, 
2.50 per doz.; No. 59, $3.60 per doz.; 
No. 60, $4.75 per doz. 

Large Feeders.—No. 140, $9.70 per 
doz.; No. 141, $14.50 per doz. 


REFRIGERATORS.—Business is good 
for jobbers and retailers; stocks are 
slightly broken, with prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
Competitive line of refrigerators. 

Top icers, 35 lb. ice capacity, $9.50 
each; 55 Ib., $11.50 os 65 Ib., $13.50 

each; 95 Ib., $16.50 each 

3 door front icers, 40 Ib. capacity, 
$13.75 each; 60 Ib., $17 each; 65 Ib., 
34. 50 each; 95 Ib., $23 each; 125 Ib., 

4.50 each; 135 Ib., $27.60 each. 
ROPE (COTTON) em good volume of 
business is being booked for future 
shipment. Prices very firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

Cotton rope is quoted at 28 to 36 
cents per pound. 


SCREEN GOODS.—Business is good; 
stocks are complete, with no indication 
of change in price. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, gn 
Prange oo Doors.—3 x 7, No. 240, $18.5 

doz.; No. 240G14, $20. 50 per , ea . 
No. 301 $26.75 per doz.; No. 301G14, 
$28.75 per doz. 

Screen Windows, Wood Frame.— 
No. 2437, $5.50 per doz.; No. 3037, 
$6.85 per doz.; No. 3637, $8 per doz. 

Screen Windows, Metal Frame.— 
No. M2437G14, $9.85 per doz.; No. 
M2837G14, $10. 85 per doz. 


STOVES, OIL COOK.—The demand is 
increasing; stocks are full and prices 
firm. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, 
Hexagon 
at list as 





The set contains Williams’ Midget “‘Su- 
perrenches” (chrome-molybdenum - steel) 
sizes 7/32, 1/4, 5/16, 11/32, 3/8, 7/16 
and 1/2 inch, each wrench having two 


openings of the same size—but at different 
angles (15 deg. and 75 deg). Where one 
head can’t operate, the other will. Ex- 
tremely light and thin, with narrow, 
pointed jaws. Chrome-plated finish, heads 
buffed bright. 
The Huskys the set 


included in are 








i high. 


TAILERS, F.O.B. ATLANTA, GA.: 

Nesco Oil Cook Stoves, 2 burner, 
$18.50 each list; 3 burner, $23.50 each 
list; 4 burner, $29.50 each list: 5 
burner, $41.50 each list. 

High shelves for above, 2 burner, 
$5.65 each list; 3 burner, $7 each list; 
4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave wicks, $3 
doz. list; chimneys complete, 
each list; glass tanks with 
$1.40 each list, 

Nesco stoves and 
per cent discount. 

“‘Perfection.’’— No. 72, 2 
$17.50; No. 73, 3 burners, $22.50; 
74, 4 burners, $28.50. 

Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 

“Puritan” (Improved Model).—No. 
42, 2 burners, $17.50; No, 43, 3 burn- 
ers, $22.50; No. 44, 4 burners, $28.50. 
Puritan discounts the same as Per- 
fection. 

**‘Coleman.’’"—No. 322, range, $114: 
No. 328, range, $72; No. 325, range, 
$45; No. 329, range, $52.50; No. 324, 
range, $39; No. 330, range, $34.50. 

Coleman dealers’ discount, 334 per 
cent. 

WIRE PRODUCTS.—Orders are satis- 
factory, stocks ample, with no change 
In prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Plain Smooth Wire Black Galvanized 
Gage Per 100 Ib. Per 100 Ib. 


per 
$2.50 
valves, 
repairs take 30 
burners, 
No. 


Bright Nails.—$3.15 per keg base. 

Barb Wire.—Per 80-rod spool; 2- 
point light cattle, $2.50; 2-point light 
hog, $2.75; 4-point heavy cattle, $3.40; 
4-point heavy hog, $3.60. 

age Wire Fence.— Per 20-rod 
roll, 726-14, $5.25; 832-12, $6; 939-11, 
$7.85; 1446-1214, $11. 

Poultry and Rabbit.—14 gage fence 
per 10-rod roll, 1635-14, $4; 1918-14 
$4.85; 2158, $5.50. 

Steel Fence Posts.—‘‘T’’ galvanized, 
5 ft., 55c. each; formed painted, 35c. 
each; “T” galvanized, 6% ft., 65c. 
each; formed painted, 45c. each; “TT” 
galvanized, 7% ft., 70c. each; formed 
painted, 50c. each; “T’’ galvanized, 
8 ft., 75c. each; formed painted, 55c. 
each. 

Wire Screen. — Fair weather 
creases orders. 
Atlanta. 

12-mesh, black, $1.85 per 100 sq. 
ft.; 14-mesh, galvanized, $2.60 per 
100 sq. ft.; 16-mesh, galvanized, $2.90 
per 100 sq. ft.; 16-mesh, bronze, 
$6.50 per 100 sq. ft. 


in- 
Prices quoted f.o.b. 


eight “Baby” 
in close quarters, 


Sockets, tapered for work 
sizes 5/32, 3/16, 1/4, 


5/16, 11/32, 3/8, 7/16 and 1/2 inch Hex, 
together with a 5 inch Combination Tee 
and a 4% inch handy grip. The latter 
can also be used as an extension. Full 
bright nickel finish. 

This set is packed in a convenient and 
durable metal box, 5% by 234 by 1 inch 
Total weight 1% Ibs. 
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Pittsburgh Hardware Trade Moderately 
Active—Few Price Changes 


(Pittsburgh Office of HARDWARE AGB) 


PITTSBURGH, Aug. 14.—There is only a moderately active market for 
hardware, but any other condition at this period of the year would be 


unusual. 


Any fresh demands that now develop for summer merchan- 


dise are merely of fill-in character, while interest in fall and winter 
goods has not yet begun to show and it is early for salesmen to be show- 


ing the latter lines. 


Hot weather accompanied by high humidity has, 


of course, been helpful to the demand for bottles and other beverage 
supplies, and as the early fruits reach maturity preserving activities, 
are rising with an attendant demand for jars, canning racks, etc. A 
fair demand continues for screen wire cloth, but there is no longer 


much call for doors ad windows. 


Haying tools continue to do well. 


Price changes are few. Collections are only fairly good. 

General business in the Pittsburgh district is somewhat subnormal 
in relation to the steel industry, which is enjoying an exceptionally 
busy summer, with ingot production running fully 75 per cent of capac- 


ity. 


It was formerly true that when the steel industry was humming 


Pittsburgh business generally was good, but substitution of mechanical 
for manual methods means that full engagement of productive capacity 
does not mean as much in the way of employment and earning and buy- 


ing power as was true prior to the change. 


The steel industry, however, 


still is barometric and the unusually high rate of production plainly re- 
flects that the country as a whole is doing well, and that the steel-con- 
suming industries are doing better than usual at this time of the year. 


July ingot production figures, which appeared last week, were surpris- | 
Against a common expectation that the output would 


ingly favorable. 


show a loss as compared with June, it rolled up an increase of almost 
6 per cent and the production for the first seven months of 28,604,456 
gross tons is an absolutely new high record for any such period in the 


history of steel making. 


AUTOMOBILE TIRES AND TUBES. 
—Sales are steady enough, but volume 
is small. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Mansfield Tires.—High pressure, 
cord, 30 x 3% in., extra size, $7.25 
each; straight side, $9.10; 31 x 4 in., 
$11.40; 32 x 4 in., $12.10; 33 x 4 in., 
$12.70; 32 x 4% in., $15.95; 33 x 5 in.., 
$21.70; balloon, 29 x 4.40 in., $8.00; 30 
x 5 in., $10.75; 31 x 5 In., $11.20; 30 x 
5.25 in., 20 in. rim, $12.50; 30 x 6 in., 
$16.60; 32 x 6 in., 20 in. rim, $17.40. 

Tubes.—High pressure, tan, 30 x 
8% in., clincher, $1.40 each; 31 x 4 
in., $2.10; 32 x 4 in., $2.20; 33 x 4 in., 
$2.30; 32 x 4% in., $2.60; 33 x 4% in., 
$2.70; 34 x 4% in., $2.80; 33 x 6 in.. 
$3.55; gray tubes sell 15c. to 50c. less: 
balloon gray, 29 x 4.40 in., $1.65; 30 x 
5 in., $1.95; 31 x 5 in., $2.05: 30 x 5.25 
in., 30 in. rim, ree 32 x 6 in., $2.65; 
33 x 6 in., $2.85 


BATTERIES.—Flashlight batteries are 
in good demand, but call for radio bat- 
teries is seasonally slow. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.QO.B. PITTSBURGH: 
Broken Unit 
Packages Packages 


No. 6 dry cells, ignition type unit 
packages, 3244c. each. 

Flashlights.—No. 935, 9c. on: 
No. 950, 9%c.; No. 790, 18%c.; 
705, 28c.; No. 750, 18%c.; No. 761, oe. 





Hot Shot.—No. 1461, $1.67; No. 1661, 
$2.37. 


BOLTS, NUTS AND RIVETS.—De- 
mand could be much better, but dullness 
does not disturb prices as it did in 
other times. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Boits.—All styles, except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; ‘stove bolts, 75 and 10 per 
cent off list; tire bolts, 50 and 10 per 
cent off list. 
x. Nuts.—All 

Nibetesntiieen 
pieces; small wagon and tinners’ 
ets, 60 per cent off list. 


BEVERAGE AN D PRESERVING 
SUPPLIES.—Good demand is noted for 
bottle caps and cappers and more in- 
terest is reported in preserving equip- 
ment as early fruits reach the market. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Botties.—Crown, 14 oz., $6 per 

gross; 28 oz., = 40; lightning stopper, 
4 0z., $7.50; 28 oz., $9. 

Caps. —In single gross lots, 18c. per 
gross; 10-gross lots, 17c. per gross; 
50-gross lots, 16c, per gross. 

Cappers.—Everedy, $9 per 
Sulentee $10 per doz 

Strainer Sets. -—iveredy in dozen 
lots, strainer stand, $4 per dozen; 
strainer bag, $2 per ‘dozen; filter bag, 


$4 per doz. 

Scales.—Universal, No. 1021, $1.25; 
No. 11021, $1.55; No. 19221, $2.50; No. 
1621, $3.50. 

Mason Jars.—Pints, 
quarts, $10.10; 2 

Jar — 
per gr 

Canning Racks.—No. 1, single jar, 


styles, 60 per cent off 


$3.50 base per 100 
riv- 


doz.; 


$8.80 a gross; 
uarts, 3.15. 
uble lip red, 80c. 








70c, per doz.; No. 2, 8 jar, $3.60 per 
doz.; jar wrench, 75c. per doz. 

Fruit Presses. *_eEnterprise, No. 6, 
$6.25 each; Juicy, 3 qt., $3.50 each; 
6 qt., $4.30: 12 qt., $6; Brighton, 2 at.. 
$3 each; 4 qt., $4.50; 10 qt., $7 

Cider Presses.—Eagle, single 
$12.10 each; Eagle Junior, $24; 
clog, single tub, $14.85. 

Meat Choppers.—Enterprise, 
12, $5.25 each; No. 22, $9; No. 32, $11. 

Kraut and Slaw Cutters.—Slaw 
cutters, Rapid, $3 per doz.; No. 625, 
$3.60; No. 626, $4.80; Kraut cutters, 
No. 672, $1.15 each; No. 673, $1.35. 

Oak Kegs.— 

White 


Oak Oak 


tub, 
Cant- 


White Oak 
Charred 


| BUILDERS’ HARDWARE .—The mar. 
| ket is firm, but only moderately active. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, in 3 in. x 3 in., $18.50 per 100 
pair; 34% in. x 3% in., $19; 4 in. x 4 
in., 0. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.95; 10 in., $4.80; 
extra heavy, T, 6 in., $2.30 per doz.: 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 
pair; A in., $12.60. 

Hasps.—Hanger, without = screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4%4 in., $1.14; 6 in., 
$1.60. 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 


ELECTRIC FANS.—The weather is fa- 
vorable to sales and retailers find it 
necessary to replenish stocks fairly fre- 
quently. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 
Polar Cub, black, 6-in., each in 
lots of 12, $2.85; 8-in., $3.20; in lots 
of 12, $3; 10-in.’ stationary, $4.60; in 
lots of 6, $4.35; oscillating, $7; in lots 
of 6, 64. 
FARM, GARDEN AND LAWN.—Call 
for several items under this heading no 
longer amounts to much, but jobbers 
still find some demand for forks, rakes, 
hoes, grass hooks, shears and watering 
devices. A revision of resale prices on 
lawn mowers, in keeping with recent 
price announcements of manufacturers, 
is in progress. 
JOBBERS’ QUOTATIONS TO RE- 
bi egy F.0.B. PITTSBURGH: 
Forks, Rakes and Hoes.—Manure 
forks, No. 31, $13.63 per doz.; No. 41. 
$15.24; spading, forks, No. 84, $10.84 
per doz.; No. 72, $14. 28; garden rakes, 
No, 014, $5.64 jo doz.; No. 512, $8.64; 
No. 514, $9; lawn rakes, No. 124B, 
$5.50 per doz.; field hoes, $6 per doz. 
Barrows.—Garden, No. 81, $3.65 
each; No. 82, $4. i No. 83, $5; No. 84. 
15; No. 45, $4. 50: No. 35, $5.75; No. 


"\eamta: —Garden, No. 7, $1.40 per 
oe No. 803, 90c.; No. 809, $2; No. 
100, $3.50; No. 85, "80c.: No. 02, 75c. 
Grass Hooks and Shears.— Hooks, 
No. 7, $2.50 per doz.; No. 450, $4; Ger- 
man, $3.60; English, 
360, "$3 per doz.; No. 380, 
520, $5.50; No. 525, $7; No. 540, 
Duclip, $10.80. 

Shears.—Pruni 25, $2 per 
doz.; No. 0, $4. 50: Mai $33, $6.50; No. 
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4671, $9; hedge, 8 in. blades, $1.25 to 
$1.75 each; 9 in., $1.40 to $1.90; 10 in., 

$1.60 to $2. 
Pruners.—Tree, water, $1.30 to $1.60 
each, Division, $2 to $2.10; Rockdale, 
to $1.65; Leiienes, $2.60 to 


‘60. 

Hose, Reels and Nozzles.—Garden 
hose ~ 50-ft. rolls, % in., 9c. per ft.; 
% in., 944c.; % in., 1llc.; nozzles, $3.60 
to $6 per doz.; reels, $1 to $4 each. 

Sprinklers.—Ring, 50c, each; Rain 
King, $2.35; Giant Rain King, $7.50; 
Pluvius, $1.15. 

Sprinkling a a 4 qt., 
$6 per doz.; 6 qt., $6.60; 8 qt., $7.50; 
10 qt., $8.40. 

Lawn Mowers.—12 in., $5 to $8. 75; 
14 in., $5.25 to $13; 16 in., $5.75 to 
$13.50; 18 in., $8.50 to $14; 20 in., 
$10.50 to $15. 


HAYING TOOLS.—tThere is still 
good demand for these items. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Forks.—Three-tine, $7.45 to $15.60 
per doz.; 4-tine, $13.32 to ae bale 
forks, double harpoon, No. 313, $1.75 
each; single, No. 319, $3.50. 

Rakes.—No. 2, $3. 25 per No. 


Carriers.—No. 5, $7.50 each; No. 20, 
$7.50; steel track for No. 5 carrier, 
17%4c. per ft. 

Scythes and Snaths.—Scythes, solid, 
steel, $21 per doz.; welded blade, $18; 
Austrian, $14.20; snaths, No. 50, $13.50 
per doz.; Austrian pattern, $12. 


ICE CREAM FREEZERS.—tThere are 
fairly frequent sales, but volume is 
small. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Alaska Freezers.—1 qt., $2.95 each; 
2 qt., $3.45 each; 3 qt., $4.10 each; 4 
qt., $5 each; 6 qt., $6.30 each; 8 at., 
$8.20 each; 10 qt., $10.75 each; 12 qt., 
$14 each; 15 qt., $17 each; and 20 qt., 
$21.50 each. These are list prices 
which are subject to dealers’ dis- 
count of 20 and 10 per cent. 

Alaska Gray Goose Freezers.—1 at., 
$3.25 each; 2 qt., $3.90 each; 3 qt., 
$4. 65 each; 4 qt., $5.70 each; 6 qt., 
$7.25 each; 8 qt., $9.35 each; 10 at., 
$12. 50 each. These are list prices, 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. . 

White Mountain Freezers.—2 qt., 
$5.60 each; 3 qt., $6.75 each; 4 at., 


doz.; 





$8.25 each; 6 qt., $10.45 each; 8 qt., 
$13.50 each, and 10 qt., $18 each. 
These are list prices and are subject 
to dealers’ discount ' 50 per cent. 

Blizzard.—1 qt., $4.65 each; 2 qt., 
$5.50; 3 qt., $6.50; 4 qt., Se: 6 at., $10; 
8 qt., $13; 10 at., $17; 12 qt., $21; sub- 
ject to a discount of 55 and 7% per 
cent. 

Lightning.—1 qt., $4.65 each; 2 at., 
$5.50; 3 qt., $6. 50; 4 qat., $8; 6 qt., $10; 
8 at., $13; 10 at., $17; 12 qt., $21; sub- 
ject to a discount of 55 per cent. 

Auto-Vacuum Freezers.—No. 1, 
$3.33 net; No. 2, $4 net; No. 3, $5.33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
33% per cent off list. 

Acme Freezers.—Bright galvanized, 
tapered, 2 qt., $8 per doz.; same size, 
enameled-galvanized, $10 per doz.: 4 
qt. size, enameled-galvanized, $18 per 
doz.; and 1 qt. size, Junior enameled, 
$4.80 per doz. These are net prices 
to dealers. 

Arctic Freezers.—1 qt., $4; 2 aqt., 

5 , $5.55; 4 qt., $6.80; 6 qt., 

» $11.10; 10 qt., $14.80; 12 

$16.65; 15 qt., $23.30. These are 

list prices. Jobbers quote dealers’ 
discount of 50 per cent off this list. 


INSECTICIDES.—Consumption is sea- 
sonally heavy and sales are in keeping. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Insecticides. — Arsenate of lead, 
powered, 1-lb, packages, 25c. per Ib.: 
100-lb. drums, 16c. per Ib. Bor- 
deaux mixture, 1-lb,. packages, 25c. 
per lb.; 100-lb. drums, 15c. per lb. 

Sprayers.—1 qt., $3.00 to $7.50 per 
doz.; larger capacities, $3.00 to $5.00 
each. 


PAINTING SUPPLIES.—Business has 
fallen off from the early summer rate, 
but compares favorably with other 
years at this season. Oil and turpentine 
have gone down a little more. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gal.; lower grades, $2 
(whites and dark greens, 12c. per gal. 
higher); white lead, 1344c. per Ib. in 
100-lb. lots; 10 per cent less in lots of 
500 Ib. or more, and extra 4 per cent 
less in lots of a ton or more; turpen- 
tine, 69c. per gal. in barrel lots; raw 
linseed oil, 11.5c. per Ib. in barrel lots. 





SOLE LEATHER.—Hides continue to 
advance and the market for sole leather 
strips shows a like tendency. Leather 
is so high that composition soles are 
finding an increased sale. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Sole leather, No. 1, $1 per Ib.; 
Beime. 85c.; good, 75c.; composition, 
c. 


WIRE PRODUCTS.—Business is quiet, 
as usual at this time of the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Fence Wire 
per 100 lb. Annealed 
No. 6 to 9 gage....... $3.05 
») 20 


ae 


Barbed Wire 80-rod spool): 
2- -point cattle 
2-point hog 
4-point hog 
4-point cattle 
2-point cattle 
Field Woven 
rods): 


(per 


Wire Fence (per 100 


Poultry and rabbit (No. 14 gage) ; 
No. 1635 
No. 1948 
No. 2158 

Steel Fence Posts: 

Galvanized Painted 
Tubular Formed 
50c. each 
55c.each 38c. each 
65c. each 40c. each 

45c. each 


tt. 
Bright nails, base, per keg, $2.90. 
WOOL TWINE.—Some demand is re- 
ported for twine for baling wool clips. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 
Soft jute, 13c. per Ib.; hard, 16c.: 
paper, 13c. 


ANAM 
mah rh 





New “Fyber” Fly Swatter 


A new type of fly swatter is being man- 
ufactured by the Kool Kooshion Mfg. Co., 
Oklahoma City, Okla. The “Fyber” fly 
swatter is made in one style and in one 
size. The flap is made of a special heavy 


fibre netting, 434 by 6% in. and bound 
with assorted colors of high grade tape. 
lt has a tinned steel handle with a loop 





end, providing a good grip and conve- 
nience for hanging. 

The advantageous features of this prod- 
uct are that the flap will not frazzle at 
the edges and furniture or polished sur- 
faces will not be marred. Packed 36 to a 
carton. 


The Lawson Pipe Wrench 


It is said that the new Lawson pipe 
wrench is mechanically correct in design. 
It has an angle handle giving a one-eighth 
turn of a pipe lying parallel with the floor, 


wall or ceiling. This wrench, manufac- 
tured by The Lawson Mfg. Co. of Cleve- 
land, Ohio, is simple in construction and 
is made of the strongest materials. 
Another feature of the Lawson wrench 
is its instant release, which enables the re- 
moving of the wrench from a pipe by 
lifting straight off. The wrench, composed 
of five parts, is entirely forged from high 
carbon steel and made in five sizes. 





Kester Paste Core Wire Solder 


Paste and solder are effectively combined 
in the Kester “Paste Core” Wire Solder, 
manufactured by the Chicago Solder Co., 
4201 Wrightwood Avenue, Chicago, III. 


WIRE iE SOLDE R 





This is made of virgin tin and lead in the 
form of a hollow wire which is filled with 
soldering paste that is pocketed in such a 
manner as to allow just the right amount 


LEAD SoLpeER, * 
a 


VIRGIN TIN »*« 


SOLDERING FLUX IN POCKETS 


to be released as heat is applied to the 
solder. 

Approximately 150 18 in. lengths of 
this solder are packed in a five pound box. 
By using this solder, many jobs are sim- 
plified and there is often a reduction in 
cost. 











| 
| 
| 
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New England R Retail Dealers Buying Sizable 


Amount of Seasonable Merchandise 


chandise. 
cutlery of certain types. 


Little interest is shown in futures. 
seems to be improving slowly all the time, 
of assignments among merchants dealing in hardware, particularly 
among those dealers located in the cities. 
hardware dealer is paying his debts and generally promptly, too, 


and is prosperous. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Tires.— Mansfield line, ‘Gaher, 
heavy duty, 30 x 3%, $7.25 each; 
straight sides, 30 x 3%, $9.10; 31 x 
4, $11.40; 32 x 4, $12.10; 32 x 4%, 
$15.95; 34 x 4%, $17.25; 35 x 5, $23.30. 
Ti ~i" —Mansfield line, truck, 8 ply, 
x 414, $20.55; 33 x 4%, $21.30; 34 x 
4, $22.05; 33 x 5, $28.95; 34 x 5, 
31.15; 35 x 5, $31.85; 10 ply, 32 x 6, 
32.40; 36 x 6, $46.60: 34 x 7, $60.15; 
x i y- = 35; 12 ply, 36 x 8, $85. 35; 40 
8, 


Tires. ox line, balloon, <4 - 
4.40, $7.60 each; 30 x 4.50, $8.90; 
5.75, $10.05; 30 x 4.75, $10.35; 29 x 5 5:00, 
$10.40; 30 x 5.00, $10.75; 31 x 5, $11.20 
30 x 5. 25, $12.50; 31 x 5.25, $12.90. Six 
ply, 29 x 4.40, $9.75; 30 x 4.50, Ys z i 
31 x 5.25, $15.10; 30 x 5.50, $16.4 5; 
x 56.77, $18.75; 30 x 6, 16.60; 31 x é.60, 
$17.10; 32 x 6.00, $17.40; 31 x 6.20, 
oye g 32 x 6.20, $20.85; 32 x 6.75, 


Tubes.—In lots of less than six, 
Mansfield line, 30 x 3, $1.30 each; 30 
x 3, $1.40; 31 x 4, $2.10; 32 x 4, $2.10; 
33 x 4, $2.20; 34 x 4, $2.35; 32 x 4%, 
$2.50; 33 x 4%, $2.60; 35 x 4, $2.90; 
30 x 5, $3.25; 36 x 5, $3.65; . x 6, 
5.45; 36 x 6, $5.85; 38 x 
loon, less than 12, 27 4. 
each; 29 x 4.40, $1.65; 30 x 4. 
in lots of six or less, 28 4. .85; 
29 x 4.75, $1.90; 30 x 4.75, $1 1.95; 30 x 
4.95, $2.05; -20 x 5.00, $1.95; 
$2.05; 30 x 5.25, $2.25; "30 x 5. 

30 x 5.77, $2. 65; 33 x 5.77, $ 
6, $2.55; 33 x 6, $2 .85; 32 x — 
x 6.75, $3.50; 34 x 7.30, $3.8 

Discounts.—An extra . per cent 
discount from the previous prices is 
allowed. 

Bumpers.—One to 49 count, 40 per 
cent discount; 50 to 249 count, 40 and 
5 per cent discount. 

Fender Guards.—One to 49 count, 
40 per cent discount; 50 to 249 count, 
40 and 5 per cent discount. 

Horns. — Klaxon, quantities less 
than $50 in list value, 35 per cent dis- 
count; in $50 to $199 value, 40 and 5 
per cent discount; in* $200 value, 50 
per cent discount, 

Tire Chains.—One to nine sets, 30 
per cent discount; 10 to 49 sets, 35 
per cent discount; 50 to 99 sets, 40 


(Boston Office of HARDWARE AGE) 
BosTONn, Aug. 14.—With August practically half finished a check- 
up on local jobbing houses discloses the fact that retail hardware 
dealers of New England have bought about as much seasonable mer- | 
chandise as they did during the first 15 days of August, last year. 
Individual orders coming into jobbers each day usually are small | 
ones, but it is really surprising the number of dealers that order 
goods each day or every few days. 
something almost every minute, which is clearly an indication that 
the average retailer is carrying light stocks of all kinds of mer- 
Needs are for staple hardware, vacation goods, toys and 


There seems to be a need of 


The general credit situation 
yet there are a number 


The so-called country 


ACCESSORIES.—The | 
automobile accessory business is spotty. | 
Those retail dealers who really make an | 
effort to sell accessories are doing well. 
They are constantly in the market for 
stock, more especially tires and tubes. 


d 5 per cent discount; 2 
, 40 and 10 per cent dis- 


Auto Clocks.—Westclox line, 


AUTOMOBILES (TOY).—Fairly active 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. BOSTON: 
Automobiles.—Juvenile Act, 

net; Voor $7.25; —e5 $8. 75; Mi 


Paige’ Sport, $30. 3: Rolls Royce, ate 


Dump Trucks. —Kiddie, $8.69 each; 


Bull Dog, $15.25; Heavy Duty, $22. 50. 


Gear Novelties.—Fast Mail. 


, $7.19; Fire Department, 
Fire Chief, $11.88; 
Stop and Go Signal, 


BOLTS AND NUTS§S.—There unques- 
tionably is a steady increase in the flow 
of bolts and nuts out of jobbers’ stocks. 
Many retail dealers and large users are 
continually increasing the size of their 
Furthermore, retailer and job- 
ber are making money on bolts and 
nuts, something they did not do a year 


JOBBERS’ +g gil nad TO RE.- 
TAILERS, F.O.B. BOSTO 


50 and 5 per cent discount; 
50 and 5 per cent; 


50 and 5 per cent; 


Eagle, 40 per cent; counter-sunk ma- 
chine, 25 per cent. 
packages, add 25 per cent. 


ished, U.S.S. and S.A.E., 
discount; castellated, S.A.E., 
In less than full packages. 


BOTTLES.—There is a broader market 
for bottles, as might be expected at this 
vacation period., The market is a long 
ways from anne however. 

» QUOTATIONS TO RE- 


In less than full 


nested drinking cups, 
, $12 per doz., net; 








folding handles, 


No. 5191, $18; No. 5192, $28; No. 591, 
$20; No. 592, $30; No. 581, $22: No. 
582, $32. Half pints, for schoo! kits, 
No. 70, steel, $12. Columbia, pint, 
$9; quart, $17.50. Assortments, util- 
ity pint, $7; utility quart, $11. Uni- 


versal, No. 1975, six pints and six 
quarts with free goods, $19.75 net. 


Fillers.—No. 00, $8 per doz. net: 
No. 01, $8; No. 02, $14. 


CARVERS.—There has been a remark- 
ably good sale of carvers since June 1, 
The activity is credited to public pur- 
chases for wedding present purposes. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. BOSTON: 

Carvers. — Stainless steel, beef, 3 
piece sets, stag handle, $3.50 to $6 
net per set; with ivory handles, $3.40 
to $5; with pyrohorn handles, $5 
to $8. 

Bird.—In pairs, stag handle, $2.25 
to $3.75 per set; with ivory handles, 
$2.50. 

Game.—In pairs, with stag handles, 
$2.75 to $5.75 per pair; with ivory 
handles, $3.50; with pyrohorn han- 
dles, $3.75 to $4.75. 


CUTTING TOOLS.—More encouraging 


reports on the movement of cutting 
tools out of stock are had each day, so 
far as volume is concerned. There is 
more or less price cutting going on, 
however. 


JOBBERS’ Sy ad hes TO RE- 
TAILERS, F.O.B. BO 

Drills.—Carbon Pony a ae 1% in., 
tapered, and straight shank, 50 and 
10 per cent discount; bit stock drills, 
60 per cent discount; center drills, 65 
per cent discount; drills and counter- 
sinks combined, 20 per cent discount; 
ratchet drills, 30 per cent discount; 
wood boring brace bits, 50 per cent 
discount; high speed drills, straight 
shanks, 3-64 to 5-32-in., 65 and 5 per 
cent discount; 11-64 to 7-32 in., 50 
and 10 per eent discount; 15-64 to % 
in., 40 and 10 per cent; taper, sizes 
up to 1% in., inclusive, 40 and 10 per 
cent discount; 1 33-64 in. and larger, 
40 per cent; letter and number sizes 
40 and 10 per cent; electricians’ drills, 
10 per cent discount. 

Reamers.—Bit stock, 20 per cent 
discount; bright square and T. S. 
standard makes, 65 per cent dis- 
count; checking, 25 per cent discount; 
tapered pins, 40 per cent discount; 
escutcheon pins, 45 per cent dis- 
count; small fluted rose and socket 
reamers, 20 per cent discount. 


DOOR SPRINGS.—Retailers are con- 
stantly ordering small amounts of door 
springs so that the aggregate weekly 
showing made by jobbers on shipments 
is quite encouraging. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Door Springs.—No. 61, $20.42 per 
100 net; No. 62, $24.30; No. 63, $36.45. 
No. 1, $3.25 per doz. net; No. 2, $2.60; 
No. 3, $2.10. Perfection, cone end, 
No. 11, 45c. per doz. net; No. 12, 50c.; 
No. 13, 55c.; No. 14, 60c.; No. 15, 65c. 
GOLF SETS (TOY).—Sales are hold- 
ing up well, all things considered. Re- 
tailers as a rule carry small stocks, 
however. It is the dealer that has 4 
live sporting goods department that 1s 
delivering the goods. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Golf Sets.—Toy, No. 86, for chil- 
dren 5 to 8 years old, $8 per doz. 
net; No. 118, for children 9 to 14 
years old, $20; No. 331, $1.67 each net. 
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tl tk i m Platters.—Well and tree, No. 372, baseball, 80c. per doz. net; league 
JAR RUBBERS. This being the _— $2 each net. baseball, $1.50; White Star, No. 8172, 
serving season there is a more active Custard Cup.—No. 410, 3 oz., 7. iee.; No. aus, $2; No. 8576, fi No. 
call for jar rubbers. each net. . ‘" uite oe > 2: fancy 
Tiles.—Round, No. 723, 67c. each linn ~ im ee S 
RS’ TATIONS TO RE.- . 2 ped I oe , en striped, 7 in., $8; assortments, No. 
tr _* oo BOSTON net; oval, Nos. 733 and 743, 67c.; | 8010, $2.50 per assortment; No. 8025 
‘ square, No. 753, 67c. $11. Inflated rubber toy assortme nt, 
Rubbers.—Fruit jar, in siihiaee case Frames.—Casserole, No. 849, to fit $2. : 


lots, ‘5c, per gross net; in full cases, Nos. 267 or 622, $1.08 each net; No. 
0c a. fit Nos. 268 or 623, $1.35: No. he Rg ner sell the 
W : 914, to fit Nos. or 632, $1.50; No. ear aroun ut so far this summer 
PYREX WARE.—Each week sees a lib- 85014, to fit Nos. 294 or 633, $1.75. awl a ate ‘in ene hie eat a 
eral amount of pyrex ware moved out Pie plate to fit No. 209, $1. ti ” pp aire ae 2 
, : : 3 : iona ood market for m. - 
of jobbers’ stocks. It is evident those | RUBBER BALLS.—This being the out- | (01) Goo. chert as well as lon, 
retail dealers going in for this class of | door season, jobbers find shipments of voc eingaarrr eg ga ag nO dentin 
merchandise like to keep their stocks | rubber balls are coming along very rea e sga ‘ y 
loth : : lf. Il the big sellers. 
complete. nicely. There is a call for rubber balls snemene QUOTATIONS — 
JOBBERS’ QUOTATIONS TO RE- suitable for water sports as well as for! +AaiLERS, F.0.B. BOSTON 
TAILERS, F.0.B. BOSTON: play on land. Stepladders.—3 ft., $1.60 each net; 
= ? 7 2 MM): 
qt. sie. each net; No. 033, 1% at, | JOBBERS! QUOTATIONS TO RE- tft $u73;8 ft. '$407: 10 te $584. 
bic.; No. 034, 2 qt., 80c. Shallow oval, | TAILERS, F.0.B. BOSTON: Nappannee. — No. 211, 3 ft., 30c. 
No. 042, 1 qt., 57c.; No. 043, 1% qt., | Rubber Balls.—Return, white, with each net; 4 ft., $1.20; 5 ft., $1.50; 6 
6ic.; No. 44, 2 qt., 80c. | elastic, 40c. per doz. net; Junior ft., $1:80; 7 ft., $2.10; 8 ft., $2.40. 








July Business in Cincinnati Ahead 
of Last Year—Prices Are Firm 


(Cincinnati office of HARDWARE AGE) | crease in the first seven months of this 


CINCINNATI, Aug. 14.—Fresh orders placed with local hardware | year having amounted to approximate- 
jobbers have shown a recession in the past two weeks, but the de- | !¥.17 per cent. Consequently sales of 
builders’ hardware have been very good. 


cline is not causing apprehension, because it is regarded as almost | prices are fairly steady, although some 
wholly seasonal in character. Since bookings in July exceeded those | irregularities are reported. 


in the same month last year and since the outlook for fall is favor- | JOBBERS’ QUOTATIONS TO RE- 
able, buying is expected to be fully up to normal as the fall activi- "Sash Weighte.—Sash weights, $1.75. 
j i ts.— Square svel inside 
gy te npn sets incase tote, Ha, 


Building operations in Cincinnati are being carried along at a| cogk STOVES AND OVENS.—This 
rate approximately 17 per cent ahead of last year, while the warm | |ine of products is in moderate demand, 
weather has resulted in heavy sales of such articles as electric fans, | and retailers are maintaining stocks at 


ice cream freezers and other midsummer items. Preserving equip- | 4 good level. 


i i j im- JOBBERS’ QUOTATIONS TO RE- 
ment is moving well. Fall orders thus far have been light, but im a ee. 


provement is looked for in the next few weeks. Staple merchan- sieseeasins este Sheen, — Perr. 
| tan No. 759, $128 each; No. 714, $38 


dise is in fair demand. | each; No. 713, $33 each: No. 703, 


i i tendency toward | $26.50 each. 
Prices have not changed, but are showing a y | 3 9 


greater strength. The advance in the price of nails by manufac- | 339, $140 each; Perfection No, 279. 

e meni . . | 2 2 ; Pe ti No. 75, $39.50 
turers may shortly result in an upward revision of jobbing quota- each; Perfection No._ 74, “$28.50 comm 
tions, although no announcement has yet been made. fection No. 1 oll ag SE 
Retail trade has been particularly good on hot weather products. | X-,249, $122 each; I mg gg 


Credit conditions are fairly good for this time of the year. each; Puritan No. 42, $17.50 each. 
} Ovens. — Perfection No. 211, $2.50 
| each; Perfection No. 211G, $2.70 each; 
AUTOMOBILE ACCES SORIES.— Chamois Skins.—13 x 16 in., 38c. | Perfection No. 122G, $6 each. 
: - each; 14 x 18 in., 54c. each; 15 x 20 Note.—On Perfection and Puritan 
Sales have been sustained at a fair in., 65c. each. The chamois skins are | cook stoves there is a dealers’ dis- 
level. Tires and tubes have been mov- anes ie ~ oe envelope and 12 | count of 30 per cent and 5 per cent 
i j ; ie dah . > : for 10 or more assorted sizes and of 
me at 8 fair rate and eens ee = Polish.—HLF polish in % pints, 30 per cent for less than 10. On Per- 
garded as firm. Business, however, still packed 24 to a case, 50c. per 4 pint; fection ovens the same discount ap- 
i i HLF polish in pint bottles, packed plies. 
remains below the volume attained last iy cease OL ee ete Dolish } _ 
year. in quarts, packed = to a case, oe 0 CROQU ET SETS.—Fill-in orders have 
7 per quart. On the above prices there . . 
viene SO OAT a is a discount of 40 per cent on indi- } been of fair proportions. 
Tires and Tubes.—Beaver tires, 30 x vidual packages, 40 and 5 in cases, JOBBERS’ QUOTATIONS TO RE- 
314, $5.45 each; 29 x 4.40, $6.70 each; and 40 and 10 in % gross lots. TAILERS, F.0.B. CINCINNATI: 
Badger tires, 30 x 31%, $6.45 each; _No. 5, four-ball set, $1.40; No. 10, 
29 x 4.40, $8 each; 30 x 314 unguar- BOLTS AND NUTS.—Orders from re- six-ball sets, $1.70; No. A, eight-ball 
oi cuiniiineataal oo Preity b. #. tail dealers have been about normal. a 2 jcsht-ball sete, $3.80; 
Mansfield tires, 30 x 3144 Liberty Cord, JOBBERS’ QUOTATIONS TO RE- ; 
$5.45; heavy duty = lan - vo TAILERS, F.O.B. CINCINNATI: ELECTRIC FANS.—The fact that this 
312.10: aa as 29 x 4.40, $8.00: Cut thread —, — summer is proving to be the hottest in 
30 x 5, $13; 32 x 6, heavy duty, $17.40; Toit, eamiage and machine bolts, | Several years has been of much aid in 
cat, Sam. Bee. 51 be $24.85 ‘so 50: e and 10 per ont 9 list; ag bolts, the sale of electric fans, with the result 
per cent o ist; square hexagon 
pt 2: i ae ret ee: and tap nuts, 60 per cent off list. that the movement of goods has been 
x 53 exceptionally liberal. 


32 x6, $2.65. . ue 
Spark Plugs.—Splitdorf —— BUILDERS HARDWARE.— Building 
20° cach; S0c, in lots of 100; Ford | activities in Cincinnati continue con-| GALVANIZED SPRINKLERS. — Re- 
gpark, plugs, coche set of four siderably better than in 1927, the in-| placement business is falling off, but the 
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season as a whole has been fully up to 
normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt. sprinkling pots, $5.95 per 
doz.; 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $7.90 
per doz.; 12 qt. sprinkling pots, $9.00 
per doz. 

GAME TRAPS.—Sales have been very 
light, but orders for the fall season are 
expected to attain at least a fair volume 
within a short time. Prices for the com- 
ing season are given below. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Game traps No. 1, $1.38 per 
game traps No. 1%, $2.44 per 
game traps No, 2, $3.36 per 
game traps No. 00, $1.10 per 
jump traps No. 1, $1.83 per doz.; 
jump traps No. 1%, $2.81 per doz.; 
double jaw traps No. 91, $2.93 per 
doz.; double jaw traps No. 91%, $3.90 
per doz. 


GARDEN HOSE.—There has been a | 
letdown in business as the end of the 
active season approaches. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Rubber Hose.—5 ply, % in., 7c. per 
ft. in 50-ft. lengths; 6 ply, } in., 


doz.; 
doz. ; 
doz. ; 
doz. ; 





8\i4c. per ft. in 50-ft. lengths; 7 ply, 
¥% in., 10%c. per ft. in 50-ft. lengths; 
double braid in % in., 500-ft. coils, 
8%c. per ft. | 
' , ‘ 
GUNS.—Retailers are interested in the | 
prices for the fall season, which are 
published below. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Single-barrel shot guns, $6 to $10.75 
each; double-barrel shot guns, $13.50 
to $33.25 each; single-shot rifles, $2.12 
to $7.40 each; repeating rifles, $10.20 
to $22.40 each; automatic rifles, $20.36 
each; air rifles, $12 to $40 per doz. 


HOSE ATTACHMENTS. Fill-in or- 
ders have been fair in volume. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Diamond nozzles, $3.60 per doz.; 
Pet nozzles, $4.90 per doz.; Gem noz- 
zles, $5.50 per doz. 


HOSE REELS.—This item also has 
been moving well for the lateness of 
the season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Wooden hose reels, $14.50 per doz.; 
Victor iron hose reels, $2 each; No. 
10 iron hose reels, $3.55 each. Donley 
Alsteel hose reels, $1.65 each. 


ICE CREAM FREEZERS.—The de- 
mand for this commodity has been very 
active, and some jobbers report sales 
at the highest point in several years. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3.38 each; 
4 qt., $4.13 each; 6 qt., $5.33 each; 
8 qt., $6.75 each. 

Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each; 4 qt., $3.40 
each; 6 qt., $4.30 each; 8 qt., $5. 
each. 

Peerless.—1 qt., $2.95 each; 2 qt., 
$3.45 each; 3 qt., $4.10 each; 4 qt., $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 


JUVENILE VEHICLES.—tThe call for 
this class of merchandise holds up sur- 
prisingly well. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Scooters.—No. 109, $2.09 each; No. 
110, $3 each. 
Sidewalk Cycles. — No. 11, $11.50 
each; No. 12, $12.75 each. 
6, $2.90 each; 
46, $7.40 each. 


No. 7E, $3.30 each; No. 





Velocipedes. — No. 
LAWN MOWERS.—While the end of 


the season is near, replacement orders 
have been of fair proportions. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cheap Grade.—12 in., $4.85 each; 
14 in., $5.15 each; 16 in., $5.45 each. 

Ball Bearing.—14 in., medium grade, 
$8.15 each; 14 in., good grade, $9.25 
each; 14 in., best grade, $11 each; 
16 in., medium grade, $8.50 each; 16 
in., good grade, $9.75 each; 16 in., 
best grade, $11.50 each; 18 in., me- 
dium grade, $8.85 each; 18 in., good 
grade, $10.25 each; 18 in., best grade, 
$12 each. 


LAWN RAKES.—Business in this line 
is falling off rapidly. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Wire lawn rakes, $6.75 per dozen; 
wooden lawn rakes, $6.50 per dozen. 


NAILS.—Prices have not changed in 
this commodity, but demand has been 
light. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.95 per keg; 
cement coated nails, $2.95 per keg. 
PAINTS.—Business has held up fairly 
well, although there has been a slight 
falling off in demand in the past few 
days. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
78c, per gal.; turpentine, in 2-barrel 
lots, 68c. per gal.; white and red lead 
in 500-lb. kegs, 13%c. per lb. less 10 
per cent. 


PRESERVING EQUIPMENT.—Sales 
in this line are in good volume and deal- 
ers are moving a liberal amount of 
stock. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Preserving equipment, Capper No. 
100, $8.34 per doz.; Capper No. 1008, 
$9.17 per doz.; Capper No. 101S, $10 
per doz.; Capper No. 200, $0.80 per 
doz.; Capper No. 222, $16 per doz.; 
strainer set, No. 300, $10 per doz.; 
strainer stand, No. 301, $4 per doz.; 
strainer bag, No. 302, $2 per doz.; 
filter bag, No. 303, $4 per doz.; filter 
bag, No. 304, $4.80 per doz.; filter bag, 
No. 305, $6 per doz.; syphon filter, 
No. 400, $8 per doz.; filter disc, No. 
401, $1.20 per doz.; hose guide, No. 
402, $0.60 per doz. 


ROLLER SKATES.—Fall business is 
beginning to be placed at a moderate 
rate. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair. 


ROOFING MATERIAL.—Demand for 
this line shows no letdown. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper.—Light standard, 
$1.10; medium standard, $1.30; heavy 
standard, $1.60; light Holdfast, $1.25; 
medium Holdfast, $1.70; heavy Hold- 
fast, $2.05; K red and green slate 
surface, $2.15. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c, per gal.; in 
half-barrel lots, 26c. per gal. 

Roofing Cement.—Liberty elastic, 1 
Ib., 12%4c.; in 5-lb. cans, 944c. per Ib.; 
in 10-lb. cans, 9c. per Ib.; in 25-Ib. 
cans, 8c. per lb. Certain-teed cement, 
36 lb. to the case, $4.25 per case; in 
5-lb. cans, 12 cans to the box, 8c. 
per Ib.; in 10-lb. cans, 6 cans to the 
box, 744c. per Ib. 


SANITARY PRODUCTS.—Business is 
being maintained at a fair level in this 
line and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 





doz.; case of 3 doz., $2.15 per doz.: 
and in gross lots, $2 per doz. Desolvo 
triple strength, 16 oz. size, case of 3 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib, 
cans, case of 1 doz. cans, $7 per doz.; 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, 
per doz, 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per at. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner, 16 oz. size, 
$1.20 per doz.; Met-L-Shyn, 8 oz. size, 
$3.60 per doz.; Silvershyn, 414 oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt, size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz.; and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Hercules tile and porcelain cleaner, 

2 per dozen; in gross lots, $1 per 
dozen. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 doz. cans to a carton, 
$3.50 per dozen. 

Hercules boiler liquid, quart cans, 
$1.50 each. 

Economy plumber, drain pipe 
cleaner, $2 per dozen 1-lb. cans. Same 
in 2-lb. cans, $3.90 per doz. The 1-lb. 
size is packed one, two and three 
dozen to a carton. The 2-lb. size is 
packed in one and two dozen cartons. 


SCREWS.—The normal flow of this 
product to the retail trade is noted. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 60 and 7% 
off list; flat head blue screws, 60 and 
2% off list; flat head brass screws, 
50, 10 and 10 off list; round head blue 
screws, 50, 10 and 10 off list; round 
head brass screws, 50 and 10 off list; 
bright wire goods, 85 and 25 off list. 


A New Way to Sell Hardware 
(Continued from page 46) 


idea without a lot of preliminary 
investigation either. I talked’ to 
neighbors, near - neighbors and 
strangers. I asked them how they 
would react to a call, say twice a 
year, from a local hardware mer- 
chant. If you could have heard their 
replies you would know the question 
struck a responsive chord. Almost 
unanimously, those questioned, re- 
plied that they would not only give 
such a merchant a substantial order 
but a very grateful “thank you.” 

Now that we come to think of it 
—why wait until next spring to try 
out this plan? Fall is also a hard- 
ware buying season. Why not send a 
solicitor out in September or early 
October and let him get a little ex- 
perience, so that next spring he will 
be a seasoned hand at the game? 

Everybody else is beating the 
bushes fer business—why not the 
hardware merchant? In the next 
five years he will either be out after 
business—or out of business alto- 
gether. 
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ANO REFER: 


AT STATION NO 2 


The Market’s Waiting for the First and Only Skeet Loads 


There is big business for you in the new 
sport of Skeet Shooting. One dealer re- 
cently advised that in two months he sold 
$1,500.00 worth of merchandise, princi- 
pally guns and ammunition, by following 
up the Skeet Club business in his town. 


This is to announce the new Remington 
Skeet Loads, especially designed for the 
large and growing army of Skeet Shooters. 
Let the local Skeet Club know when you get 
them in stock and they’ll do the rest. 


In shooting a round of Skeet, twenty-five 
targets, there are six shots in which you 
need a Skeet scatter load: on the incoming 
doubles at stations 1, 2, 6 and 7 and on the 
two singles at station 8. 


In every box of Remington Skeet Loads 
there are six Skeet scatter loads and nine- 
teen regular loads. The Skeet scatter loads 


We have had a number of requests 
for reprints of these Lae / Let- 
ters, to be distributed to salesmen 
and others. We shall be glad to 
supply any of our customers with 
copies. upon request. 


are in yellow shells, the regular loads in red 
shells. Nothing like this combination has 
ever been offered before and it’s bound to 
take the Skeet Shooters by storm. 


Remington Skeet Loads are put in the 
popular Shur Shot Shells. They come in 
12 and 16 gauge, loaded with No. 8 shot and 
in 20 gauge loaded with No. 9 shot. They 
are splendid upland game loads, too. The 
seatter loads will bring down many a bird 
on a snap shot in the brush that you’d never 
touch with a regular load. 


Place your orders with your jobbers now 
and cash in first on the rush of business that 
will come with the appearance of our ad- 
vertisements in September Sporting Maga- 
If your jobber can’t supply you let 
us know at once. Don’t submit to substitu- 
tions—tbere is no substitute. 


A Pay 2 


President 


zines. 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 























NEW YorRK, Aug. 14.—Reports from wholesalers covering this 
hardware territory indicate that business averages fairly good. 
Shelf goods are not very active but many summer specialties such 
as electric fans, freezers, beverage supplies, screens, etc., continue 
to have a good call, particularly on the warmer days. Wholesale 
stocks on some of these lines are somewhat broken. 

There are practically no important price changes being made. 
Collections are fairly good. Builders’ hardware and allied supplies 
are having a consistent demand even though building reports show 
a decline. In a recent Dodge review we find the following infor- 
mation: 

Contracts let on new building and engineering work in New York 
State and Northern New Jersey during July reached a total of 
$137,685,000. This figure was 22 per cent less than the June, 1928, 
record, and it was 12 per cent under the total for July of last year. 
Included in last month’s construction record were the following 
outstanding items: $71,955,300, or 52 per cent of all construction, 
for residential buildings; $25,055,600, or 18 per cent, for public 
works and utilities; $18,155,000, or 13 per cent, for commercial 
buildings; and $10,975,500, or 8 per cent, for educational projects. 

New construction started in this territory during the first seven 
months of this year amounted to $1,071,398,600, being a 6 per 
cent gain over the amount started during the corresponding seven 
months of 1927. 

Contemplated projects as reported last month in New York State 
and Northern New Jersey amounted to $173,989,300. There was 4 
drop of 47 per cent from the amount reported in the preceding 
month and there was a 12 per cent loss from the July, 1927, total. 


BATTERIES.—Fairly steady demand| CARPET SWEEPERS.—Steady sale. 
is reported for both radio and ignition| Prices are the same. Stocks are ample. 







































types of batteries. Prices are the same gonpene SOT areoUs ne RE- 
1 : 
and local wholesale stocks appear ade- T Qarpet sweepers, caaaiaelt Wn aauhe: 
quate. Universal sapamned. 2. “se U of 
versal, nickel plated, 3.83 each; 
JOBBERS’ QUOTATIONS Lh RE- Grand Rapids, japanmed, $3.67 each; 
TAILERS, F.0.B. NEW YOR Grand Rapids, nickel plated, $4 each; 
ory. cells, No. 6, ignition “type, Elite, $5 each; Princess, $4.17 each; 
S2%4e.; No. 7111, same type, 35%c. and American Queen, $4.50 each; 
eacn, . oi 9 
yp aye oy e ignition type, 23c. Sterling, $2.10 each. 
each in lots o . * s 
B batteries, No. 767, $2.06 each; in CLOCKS.—Steady demand, with prices 
units of 5, a each; No. 772 (ver- the same. Stocks are adequate. Auto 
tical type), $2.06 each; in units of 5, ‘ ; " 
$1.92 each: heavy duty vertical type. clocks continue to be particularly ac 
ee $3 each; Ne units hy $2.80 tive. 
eac avon. o. 486, $3.20 each; 
units of 5, $2.97; New Layerbilt, cor JOBBERS’ tte tg A, = RE- 
485, $2.22 aan "in units of 5, $2.9 TAILERS, F.O.B. NEW YO 
each. Alarm clocks, Big Ben, $2. 33: “game 





luminous, $3.16; Baby Ben and Baby 











J Ben luminous take same respective 

BOLTS AND _NUTS.—Moderate de- prices: Ben Hur, $1.76; same lumi- 

mand, with prices the same. Stocks nous, 2.46. a 

3lue Bire uminous dial, 1.76; 

are adequate. Blue Bird, $1.22; Sleepmeter, $1.40: 

JOBBERS’ QUOTATIONS TO RE- Sleepmeter, luminous dial, $2.10; 

TAILERS, F.0.B. NEW YORK: American, $1.05. 

Carriage bolts, 55 off list. Cast Auto clocks, Westclox, plain, $1.76; 
bolts, 60 per cent off list. same luminous, $2.46. 

Stove bolts, 80 per cent off list. Baby Ben De Luxe ¢olor assort- 

Machine bolts, % by 6 and smaller, ment of three clocks, one each. Rose, 

50 and 10 off list; larger to 1 by 30. Blue and Green at $7.92. Display 

50 per cent off list; 1% to 1%, 30 off stand included with each assortment. 





list. 
Coach screws, 55 off list. Cast CLOTHES DRYERS.—Demand has 


bolts, 60 per cent off list. Step bolts, been very good for this item. Prices 


50 per cent off list. t arigg h L 1 
are not expected to change. oca 
BUTTS.—Improved demand reported, stocks are satisfactory. 


with prices the same. Jobbers quote . 
dealers on 3% by 3% steel butts, 18%c. TAene *. b STA cone, aii 

















per pair in case lots and for smaller Outdoors clothes dryers, $10.00 each. 
aa P Second grade, $7.25 each. Prices 
quantities 19c. per pair. are net. 








August Business Is F airly Active 
With New York Hardware Jobbers 
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FREEZERS, ICE CREAM.—Bulk of 
this trade has been taken care of from 
a jobbing standpoint. There is, of 
course, some fill-in or reorder demand. 
Consumer interest has been fairly good. 
Prices were firm and are not expected 
to change. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK 

Acme freezers, 2 qt., bright, gal- 
vanized tapered, $8 per doz.; same 
enameled galvanized, $10 per doz.; 4 
qt., enameled-galvanized, $18 per doz., 
und pint size, Junior enameled, $4.80 
per doz. 

Arctic freezers, 1 qt., $2; 2 at., 
$2.30; 3 qt., $2.78; 4 qt., $3.44; 6 qt., 
$4.30; 8 qt., $5.55; 10 qt., $7.40; and 12 
qt., $8.33. Prices are each and NET. 

Auto vacuum freezers, No. 1, $2.33; 
No. 2, $2.67; No. 3, $3.33; and No. 4, 
$4. Prices are each and NET. 

Gasco Effortless freezers, $2.67 each. 

Sverybody’s vacuum freezer, 1 pt., 
$3.50; 1 qt., $4.50; 2 qt., $6; 3 qt., $7; 
and 4 qt., $8. These are LIST prices, 
per each, and are subject to a deal- 
ers’ discount of 30 per cent. The 
Everybody’s freezer is gray enameled. 

Peerless freezers, po special, 
2 qt., $1.50 each-NET. 

White Mountain freesers, i ets 
$2.43; 2 qt., $2.83; 3 qt., $3.38; 4 at., 
$4.13; 6 qt., $5.23; 8 qt., $6.75; 10 qt., 
$9; 12 qt., $10.78; 15 qt., $12. 80; 20 at.. 
$16.80. Prices are each and NET 


FRUIT PRESSES.—An improvement 
is expected soon. Demand to date has 
been fairly good, with prices steady. 
Local wholesale stocks are adequate. 


JOBBERS’ QUOTATIONS i, RE- 
TAILERS, F.O.B. NEW YOR 
i presses, plain pnepes | tub, No. 
$6.00; No. 21, $7.50; No. $8.50; 
No. 22%, $10 50: No. 23, $13.0, and 
No. 24, $18.00. Prices are each. 

Ratchet type fruit —— No. 
$10.50; No. 5, $13.50; No sis. 73: 
No. 3, $24.00: No. 2B, $27. i and No. 
2A, $33.75. Prices are each. 

Juicy fruit presses for home use, 3 
qt., $3.60; 6 qt., $4.50; 12 qt., $6.20. 
Prices are each. 

Fruit crushers, No. 14, plain type, 
$5.25; No. 11, wheel crusher, $7.13; No. 
8. wheel crusher, $9.00; No. 30, galv. 
plain crusher, $6.25; ‘No. 20, galv. 
erusher, $10.00, and No. 25, wheel 
fruit crusher, $11.25. Prices are each. 


FANS, ELECTRIC.—Though the bulk 
of this business has been taken care of, 
there continues on the very warm days 
a demand for fans. Jobbers report 4 
few rush orders. Prices are the same. 
Stocks are broken in most cases. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Electric fans, 8 inch size, non-os- 
cillating, A.C., $5.60 to $6.00; same 
universal, $5.60; same, 10 inch size, 
for A.C., $8.00 to $8.60. 

Oscillating fans, 10 inch size, A.C., 
$12.40; for universal, $14.40; oscillat- 
ing fans, 12 inch, A.C. or D.C., 
$24.00; same, 16 inch, $28.00. Prices 
are each for 1 to 9 fans. . 

Competitive grade electric fans. 5 
inch, $3.15 each; lots of 10 in a case, 
$3.00 each; same, 9 inch, $3.85 e ach, 
and in lots of six to a case, $3.67 
each; same, 10 inch, $4.90 each, and 
in lots of six to a case, $4.67 each. 
These are all non-oscillating fans. 
Same grade, 10 inch oscillating, $7.09 
each, and in lots of six to a case, 
$6.67 each. 
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Illustrated are che 
three most popular 
numbers of R- W 
Grindscones. The 
Catalogue shows 
sixteen different 
styles 

































































Grindstones for every purpose 


There’s an R-W Grindstone to meet every require- | The frame work is of rigid construction—all have 
ment and a style and size to suit every purse. The ball-bearing journals fitted with stones of highest 
line ranges from a small and convenient grindstone grade genuine Berea grit. 
for kitchen use to the largest power grindstone We are also prepared to furnish loose stones of any 
eight feet in diameter. grit and in any quantity. 

















A most convenient tool 
for general use—while 








primarily a_ fence 
stretcher, it can also be 
used as a stump puller 
and as a hoist and life. 
The construction is 
rigid and che lever 
handle can be operated 
continuously in one 
direction or backward 
and forward and from 


either side. 


The clamps are fitted 
with tail nuts so that 
wrenches are unneces- 
sary. 

The pricesare attractive. 


Fence Stretchers 

















StaiR-Way 
Ladders 


Here is the most com- 
plete line of store ladders 
manufactured. 


There’s a type of ladder 
to meet any and all con- 
ditions — ledge rollers 
with guide track above 
—floor rollers with steel 
ladder frames — ceiling 
ladders for straight or 
curved box track, and 
several designs of the 
portable type. 


Investigate the ScaiR- 
Way Ladder line—you’re 
sure to find a stock type 
to meet any and all 
conditions. 
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PRESERVING EQUIPMENT.—Start- 
ing fairly well, with prices steady. Lo- 
cal stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Preserving equipment, Capper No. 
100, $8.34 per doz.; Capper No. 1008S, 
$9.17 per doz.; Capper No. 101S, $10 
per doz.; Capper No. 200, $0.80 per 
doz.; Capper No. 222, $16 per doz.; 
strainer set No. 300, $10 per doz.; 
strainer stand, No. 301, $4 per doz.; 
strainer bag, No. 302, $4 per doz.; 


filter bag, No. 303, $4 per doz.; filter 
bag, No. 304, $4.22 per doz.; filter bag, 
No. 305, $6 per doz: syphon filter, 
No. 400, $8 per doz.; filter disc, No. 
401, $1.20 per doz.; hoge, guide, No. 
402, $0.66 per doz. ane 


NAILS.—Moderate sale, with prices the 
same. Stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK;.. 
Common wire nails, bright, 44, 
4.25 per keg; 6d, $4 per keg; 8d, 
3.85 per keg; 10d; $3.75 per keg. * 
Common wire na galvanized, 4d, 
$6.75 per keg; 6d, .50 per keg; 8d, 
$6.35 per keg, and 10d, $6.25 per keg. 

Wire box. nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg. and 84d, 
$3.95 per keg, Wire finishing nails, 
bright, 4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, $6.85 
per keg; 8d, $6.60 per keg, and 10d, 
$6.50 per keg. 


ROLLER SKATES.—Demand is fair. 
Prices are the same. Local wholesale 
stocks are ample. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Roller skates, extension web heel 
and toe straps, plain steel rolls, 72. 
per pair; same with toe clamps and 
web heel, 78c. per pair; same for 
boys, with self-contained ball bear- 














Economy Super-Hi Oven Range | 


Comstock-Castle Stove Co., Quincy, III., 
has placed on the market recently the new 
Economy Super-Hi Oven Range, designed 
expressly for coal and wood. The Super- 
Hi oven eliminates stooping and bending 
wnen cooking. The drop door is extra 
strong to allow it to be used as a shelf 
space. The heat circulates freely around 


the oven which measures 20% in. by 18 by | 


12 in. 





As long as there is a fire in the large 
fire box of this range the housewive can 
have hot water, as a 18-gallon copper 
tank rests on brackets on the back of the 
splasher and is connected to a water front 
in the fire box. The cooking top is made 
of cast iron and has four 8-in. lids. 
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ing wheels, $1.42 per pair; for girls, 
$1.62 per pair. 

Roller skates accessories: Keys, 
2\%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100; adjustment binding bolt 
nut, 65c. per 100, and toe clamps, 12c. 
per pair. . 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball bear- 
ings, $1.45 per pair. 


SASH CORD.— Practically all local 
jobbers are quoting the new advanced 
prices on sash cord. Local demand is 
fairly good. Stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK 

Sash cord, Samson Spot No. 8, 
674%4c.; Aetna No. 8, 33%¢c.; Phoenix 
No. 8, 41c.; Sachem No. 8, 38c. 

No. 7 is 1c. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—Prices are the same. Local 
jobbers now say they do not expect any 
changes. Stocks are satisfactory. 


JOBBERS’ gape get eee RE.- 
TAILERS, F.O.B. NEW Y 

Wood screws, flat head, ee iron; 
50-10-10; round head, blue, 45-10-10; 
round head, iron, nickel plated, 27%- 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 45-10-10; round head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 

Machine screws, flat and round 
head, brass and iron, 70 per cent 
off list. 


SCREENS.—Stocks are badly broken 
up, according to reports, but the de- 
mand continues fairly steady. Prices 





are the same. 


A roomy, warming compartment has two | 
sliding doors.’ There is a 12-in. floor 
clearance which provides ample room for 
cleaning under this practical stove. Each 
range is finished in beautiful enamel in 
artistic shades, matching the colors now so 
popular in the kitchen. The surface is said 
to resist chipping, peeling, or discolora- 
tion. 





Schrader Service Tire Gage 


A. Schrader’s Son, Inc., manufacturer 





of tire valves and gages in Brooklyn, N. 
Y., has announced a new gage built espe- | 
cially for use in garages and service sta- | 


tions, and known as the Schrader Service | 


Tire Gage. 





CALIBRATED FROM 10 TOI16O0LBS. | 


The important feature of this new gage 
is its ability to test any pneumatic tire, | 
from low pressure pleasure car balloons 
to high pressure truck and bus tires. It 
is said to register accurately from 10 to 
160 Ibs. The first 60 Ibs. are calibrated | 
in one pound graduations for testing bal- 
loon tires. The remaining 100 Ibs. are 
marked in five pound graduations. 

This new gage is fitted with a three 
inch, extension which makes it easy to use. 
Due to its size, the gage will not easily | 


be mislaid or taken from the service sta- 
tion by mistake. 


Reading matter continued on page 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK: 

Window screens, Diamond Ek, all 
metal frame, with Opal galvanized 
wire, cloth, No. 14 mesh, No. 1, $8: 
~ o. 2, $10; No. 3, $12; No. By $14; No. 

, $12; No. 6, $14; No. 7, $16. 

” Diainond E with Liberty golden 
bronze wire cloth, No. 16 mesh, No. 
11, $12; No. 12, $14; No. 13, $16: No. 
14, $18; No. 15, $16: No. 16, $18; No. 
17, $20. 

Diamond E prices are net per doz. 

Liberty Brand, all metal screens, 
galvanized wire cloth, No. 14 mesh, 
No. 21, $6.80; No. 23, $9.20; No. 24 
$10; No. 26, $10.80; No. 27, $12. 

Liberty Brand with bronze wire 
cloth, No. 16 mesh, No. 31, $10; No 
33, $12. 80; No. 34, $14; No. ” 36, $1480; 
No. 37, $i6. 

Liberty Brand screens are net per 


SPARKLET SYPHONS.—Fairly ac- 
tive. Stocks are ample. Prices are the 
same. 


JOBBERS’ a ad ge TO RE. 
TAILERS, F.O.B. NEW YORK: 

Sparklet syphons, No. 41, $4.25 each; 
in lots of six or more, $4 each. Spark- 
ers, 9 7/12c. each, pac -in cartons 
of one doz. Sparklet syrups, 50c. per 
pt. bottle. 

Extra parts, pin washers, 15c. each; 
piercing pins, 15c. each; tubes and 
washers, 50c. each;. tube washers, 
15ce. each; head, complete, $2 each, 
and Sparker holders, 50c. each 


TIRES AND TUBES.—Jobbers report 
a fair sales, with prices steady. Stocks 
appear ample. 


JOBBERS’ eg ig? awa, RE. 
TAILERS, F.0.B. NEW 

Tires and Fabiana ‘tires. 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, $12.10; tires, 29 x 
4.40, $8.00; 32 x 6.20, heavy duty, 
$17.40; tubes, 30 x 314, $1.40; balloon 
tire tubes, gray, 29 x 4; $1.65; 32 x 
6.20, $3.00 


Instant Lighting Coleman Iron 


A new gas pressure iron that lights in- 
stantly without any generating or pre- 
heating has recently been announced to 
the trade by The Coleman Lamp & Stove 
Co., Wichita, Kansas. 





This new iron operates on an entirely 


| different principle from any similar type 


of gasoline iron. All that is necessary 


‘to start it going is to strike a match and 


open a valve. The heat is easily regu- 
lated for light or heavy work. 

The Coleman iron has a polished nickel 
base and fount with a satin nickel fin- 
ished body. Other features include a self- 


cleaning gas tip, a double pointed base 


| with the front point always hottest, 4 
| Cool Blue handle and a hand operated 
| filler plug. Weight 6% Ibs. 
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~ Advantages of Handling 
Guaranteed Columbian Kope 

















GUARANTEED ROPE 
MADE BY COLUMBIAN ROPE COMPANY 
AUBURN, N.Y. 


Advantage No. 1 












You and Your Customers are 
Protected 


Protection—such as you do not obtain in any other rope! 






All the resources of the Mammoth Columbian Mills, the 
world’s most modern cordage mills, stand behind you every 
time you buy or sell Columbian Tape-Marked Pure Manila 
Rope. 






















The fact is made known in the message found upon the red, 
white and blue Tape-Marker. It is the manufacturer’s signed 
Guarantee and Columbian Tape-Marked Rope is the Only 
Rope containing such tangible evidence of protection. 



















This is one great advantage, exclusive to Columbian, and 
is one which cannot be overlooked. If the rope you are now 
handling does not give you this protection, order Columbian 
Tape-Marked Pure Manila Rope. 














Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 


Branches: New York Chicago Boston New Orleans 


(0) Li “ Bi A TAPE-MARKED ROPE 
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Market Weak in Twin Cities Brings 
Brisk Buying—Prices Unchanged 













(Minneapolis office of HARDWARE AGE) HOSE REELS.—Sales are steady, with 
: : prices still unchanged. 
* MINNEAPOLIS, Aug. 14.—Reports of uniformly good crops con- JOBBERS’ QUOTATIONS TO RE 
° ° ° : | TAILERS, F.O.B. TWIN CITIES: 
tinue to come in from all parts of the territory tributary to the | Denker An Shed hake ake Mo 






at $2 each, net. 





Twin Cities. Last week, merchants attending the annual Market | 
Week, and coming from all of the surrounding States, reported | ICE CREAM FREEZERS.—Sales show 
; ‘ a good demand in this line. Stocks are 
excellent crops, and comparatively little damage from recent storms. | not heavy, but are well assorted. Prices 
The Red River Valley has a crop far above the average, and the| have not changed. 
JOBBERS’ QUOTATIONS TO RE. 
farmer will be in good financial condition with even fair prices for | TAILERS, F.0.B. TWIN CITIES: 
White Mountain freezers, 2 «t 
their year’s crop. | $2.80; 3 qt., $3.38; 4 qt., $4.13; 6 at 
$5.25; 8 qt., $ each, net. Arctic 


Market Week was well attended, and the buying was well up to gee ta ~ See — - 2.78; 4 


















+e 






qt., > "10 
standard. Retailers in all lines are looking forward to good fall) 4h. *7-}' Acme. 2 qi, falvanized. 
and holiday business, and are preparing their stocks accordingly. | | 4wN HOSE.—Demand is declining to 






some extent, although there is still a 
very good sale in this line. Stocks are 
being watched carefully against the 
time when sales fall off. Prices have 





Prices are showing no tendency to change, there being no changes | 
to report this week. 



















AXES.—Sales are steady, with stocks JOBBERS’ QUOTATIONS TO RE- not changed. 
>. . : | TAILERS, F.O.B. TWIN CITIES: : 
ample for the demand. Prices have not | 3 os JOBBERS’ QUOTATIONS TO RE 
% x 3% steel butts, old copper TAILERS, F.0.B. TWIN CITIES: 

changed. | and “dull bre ass finish, 19c. pair in less | Competition in Sate ee 
ir i 22 SO es: , 7) ISt 
JOBBERS’ QUOTATIONS TO RE- | = {han case lots, 18c. pair in case lots: | $6.75: Good Luck, % in., 6 ply, $10: 
TAILERS, F.0.B. TWIN CITIES: } brass finish Sic. pair ina than case | Bull Dog, % in., 7 ply, $13.50; Leader. 
Single bit, base weight axes, $16.50; lots, 25c. pair in case lots: broad 5g in., 5 ply, $8; Manhattan whipcord 






molded, %& in., 500 ft. bales, $8.50 
red, % in., 500 ft. bales, $9 per 100 
ft., net. 
LAWN MOWERS.—Sales are. still 
good. Stocks are ample and prices are 





double bit base weight, $21.50; single | bevel steel inside sets, old copper or 
bit, unhandled, $15; double bit, $20; dull brass finish, one piece knobs. 
| 






handled, single bit, $19.25; double bit, less than case lots, $7 doz. sets, case 
$24.25 doz. net. lots, $6.75 doz. sets; steel bit-keyed 
front door sets, $1.85 per set; cylin- 
der brass outside trim, bit-keyed 
front door sets, $1.85 per set; cylinder 







AUTOMOBILE TIRES AND TUBES. 






—-Demand still continues to be very front door sets, $6.50 per set. unchanged. 
d. Stocks ‘ell filled and prices Light plain strap hinges, 3 in., 56c. . ‘ 
good. stocks are we a Pp . doz. pair; 4 in., 75c. doz. pair; heavy, JOBBERS’ QUOTATIONS TO RE- 





TAILERS, F.O.B. TWIN CITIES: 





plain strap hinges, 4 in., 93c. doz. 





are firm. 


























m pair; 5 in., $1.22 doz. pair; 6 in., $1.56 Philadelphia, styles A and C, 40 per 
JOBBERS oe agli A ie doz. pair; light plain tee hinges, 3 cent; style E, 45 per cent; style K, 
TAILERS, F.0.B. TWIN Cl in., 62c. doz. pair; 4 in., 78c. doz. 30-5 per cent from lists. 
Mansfield tires, Liberty ne. x | pair; heavy plain tee hinges, 4 in., | 
314, $6.10; heavy duty oversize, $8.30; | $1.06 doz. pair; 5 in., $1.20 doz. pair: r c — a 2 
balloon tires, 27x 4.40, $8.70; 29 x 4.40, 6 in., $1.40 doz. pair: 8 in., $1.95 doz. | NAILS.—Deliveries show a fair de- 
$9.15; 30 x 5, o3: 32 x 6, heavy enty. | pair ,eatre heavy plain tee pinges. Ra mand, in keeping with the amount of 
21.10; x eavy duty, $24.85 in., doz, pair; 5 in., 58 doz. | we * as 
each, less 5 per cent. Mansfield tubes, pair; 6 in., $1.89 doz. pair; 8 in., $2.83 construction work in progress. Prices 
tan, 30 x 3, single lots, $1.50; case doz. pair; 10 in., $4.53 doz. pair, net. | are unchanged. 
lots (12), $1.40; 32 x 4. single, $2.60: | JOBBERS’ QUOTATIONS TO RE- 
case (12), $2. 40; 34x 4%, single, $3.10; EAVES TROU GH, CONDUCTOR PIPE) TAILERS, F.O.B. TWIN CITIES: 
case (12), $3; gray tubes, balloon N Ww Th 1 y F.U.5. ° 
p 7 AND ELBOWS.—There is a fair call | Standard wire nails and cement 






types, 27 x 4.40, $1.80; case (12), $1.70; 











29 x 4.40, single, $1. case (12), for this line, with ample stocks from | coated wire nails in 100-lb. kegs at 
$1.75; 30 x 5, single, $2.25; case (12), Adee d Pelees sh h a $3.10 per keg. base. 
$2.15: 32 x 6, single, $3.10: case (12), which to draw. Prices show no changes. | 
- 9 i EQ- case 9 - ° 
Dis koe ere” 77 JOBBERS’ QUOTATIONS TO RE- | OIL STOVES.—Sales are fairly good, 
re ee Sa ree | although the cool weather if the spring 
4 BOLTS.—Call for bolts seems to be stip Joint, in erates, $5.50 per ido ft; shortened the season for selling this 
é good, with prices unchanged. conductor pipe, 33 ga. 3 in., in crates, line. Prices have not changed. 
JOBBERS’ QUOTATIONS To RE. | TOE nested. 1600 Per andustor wibean. JOBBERS’ QUOTATIONS TO RE. 











Carriage and machine bolts, all No. 500 Nesco oil stoves, $80 each: 
FILES.—Sales, are steady, with fair 
from standard lists. cent. No. 79, Perfection, with black 
TAILERS, F.O.B. TWIN CITIES: phd 
| 
| eo = - 
JOBBERS’ QUOTATIONS TO RE. | | cent in lots of ten or more.. 


| 
TAILERS, F.0.B. TWIN CITIES: | men: 4 ta. SS0e Gua, tee. | TAILERS, F.0.8. TWIN CITIES: 
sizes, 60 per cent; stove bolts, 75 per No. 213, $22 each; No. 213 with No. 
ce g screws, 6 “r cent ° | 1103 shelf, $2 ach, less 30-5 pe 
cent; and lag screws, 60 per cen volume. Prices have not changed. shelf, $28.50 each, less 30-5 pe 
JOBBERS’ QUOTATIONS TO RE. | cabinet. $78 each: No. 78 only, $22.50 
. — | each; No. 73 wit lack cabinet, $29 
BRADS.—Deliveries in this line are | H ; v each: with a discount of 30 per cent 
fairly good. Prices have not changed. Nicholson files at 50 per cent, and in lots of less than ten, and 30-5 pet 
? Riverside files, 60 per cent from lists. / 
TAILERS, F.O.B. TWIN CITIES: | GALVAN WwW or me 
Steel wire brads, 75 per cent from | RAL Al IZED ARE. Call for gal | PYREX OVENWARE. — Demand 
vanized ware is fair, with stocks well 






Ss 























re | filled. Prices show no changes Remsinat ond pri aeeeey. 
: BUILDERS’ HARDWARE.—Hardware - mines a fees JOBBERS’ QUOTATIONS TO RE- 
; trim is selling at a steady pace, with; -+AlLERS, F.0.8. TWIN CITIES. | ie. ae conser cn aoa 24 
e . . . 4 e “o ‘0 $ > 
fair volume of sales. Building is only | Standard 10 qt. galvanized pails at casseroles, $1.33 No. 634 sameerolen. 
fair, from all reports, not being up to} $2.55; 12 qt., $2.70; 14 qt., $3; 16 at., $1.33; No. 212 bread pans, 60c.; No 
last ] di t stock cae. ‘$4.70; 18 qt., sw 50; ad: 200 pie plates, 67c.; No. 209 pie piate af 
as year’s volume, according to many ard galvanized tubs, No. 1, $7; No. 2, 60c.; No. 231 utility dishes, 67c.; No | 
who deal in this line of hardware. Prices dean Sa ae x tt heavy galvanized 3 a $1.67; No. 26, teapots, 
+ 4NO. I, -59, .NO. <, 03; No. a Tc. ~ 
are unchanged. 2. $15.25 doz. net. $8.33, aad No. oe3 "percolator tops, 
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Talking About Speed! 


E. B. GALLAHER 


Treasurer, Clover Mfg. Co. 


Editor, Clover Business Service 


You know, rabbits think they are some runners; but, when the colored 
Deacon, walking through a graveyard one dark night, was startled by a white object 
jumping out at him, he started to run down the road—Mr. 

Rabbit right in front, but not going fast enough to keep out 
of the way, the Deacon yelled out, “Git one side there and let 
a fellah run w’at KIN run.” 

I can’t help getting a good laugh at the expense of the 
bunch who have been yelling their heads off about the 
alleged “speed” of certain water-mixed valve compounds, 
and the “‘passing” of grease mixtures; for, now come the 
long-awaited Government findings and specifications, 
dated May Ist, 1928, governing future purchase of abrasive compounds and 
knocking all this bunk into a cocked hat. 

The Government, after months of laboratory work, finds (1) that the fastest cutting 
compound is a grease mixture, which cuts 375 times faster than any other; 
(2) that the cutting speed is entirely dependent on the quantity of truly graded grains; 

(3) that the grease binder is so superior to the water-mixed binder 
that (4), in the future only grease-mixed compounds will be 
used, and no water-mixed compounds will be bought. Going 
some? But, after all, it is quality that always decides in the end. 

If you haven’t used the latest developments in Clover Grease- 
Mixed Grinding and Lapping Compound, you had better get next 
we have always known there was nothing faster—a million mechan- 
ics will tell you that quality of work cannot even be approached 
with anything else. 

You might as well have the best - 
costs no more. 

Glad to send you samples. 








|| E. B. GALLAHER: 
CLOVER MFG. & 6 NORWALK, CONN., U.S. A. | Clover Mfg. Co., Norwalk, Conn. 


SINCE 1903 a _ 
SAND PAPERS | Clover GREASE-MIXED Grinding 
| and Lapping Compound. . . 


METAL CUTTING PAPERS AND CLOTH 
AUTOMOBILE NICKEL PASTE | 
METAL POLISHES rroeen 





| Name 


CLOVER GRINDING AND LAPPING COMPOUNDS ome 


| of Business 

















: 
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REGISTERS. — Deliveries are fairly 
good. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron registers, 20 per cent, and 
wrought steel registers, 40 per cent 
from lists. 

ROPE.—Sales are good in some sizes 
and fair in the others. Stocks are ample 





for the call. Prices are firm as quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade manila rope at 23c. per 
Ib., base, and best grade sisal rope at 
l7c. per Ib., base. 


SANDPAPER.—Call for abrasives is 
fairly good. Stocks are well filled and 
prices show no changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade, sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 








SANITARY PRODUCTS.—Sales are 
showing a very good demand, with two | 
reductions noted for Hercules boiler 
liquid and radiator stop leak. | 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz, size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 per 
doz.; Silvershyn, 4% oz. size, $1.80 
per doz.: Waterless cleaner, 2 pt. 
size, $5.40 per doz.; same, 5 pt. size, 
$9 per doz.; Window cleaner, 6 oz. 
size, $3.60 per doz.; same, 12 oz. size, 
$5.40 per doz.; Presto Lustre, 6 oz. 
size, $2.60 per doz.; 12 oz. size, $4.32 
per doz.; 16 oz. size, $5.40 per doz., 
and Dry Cleaner, 8 oz. size, $3.60 per 
dez. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz., 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean.—22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2.00 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 





per doz. 


Chaco boiler liquid, single quarts, 
$2.50; half doz. quantity, $2 per at., 
and doz. quantity, $1.75 per qt. 

Hercules tile and porcelain cleaner, 
$2 doz, less than gross lots, and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz. cans, 1, 2 and 3 doz. 
cans to the carton, $3.50 doz.; Her- 
cules boiler compound, qt. cans, $1.50 
each. 

Economy Plumber drain pipe 
cleaner, 1 Ib. cans, $2 per doz.; 2 Ib. 
cans, $3.90. The 1 Ib. size is packed 
in 1, 2 and 3 doz. to the carton, and 
the 2 Ib. size is packed 1 and 2 doz. 
to the carton. 


SASH CORD AND WEIGHTS.—Sales 
are steady, with fair volume. Prices 
have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sash cord, No. 8 (base), 
63c.; second grade, 34c.; third grade, 
32c. lb., net; cast iron sash weights, 
$2.00 cwt., net. 

SCREEN DOORS AND WINDOWS.— 
Demand in this line is still very good, 
as the insect season is at its height. 
Prices are firm as quoted. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Common screen doors, 2-8 x 6-8, 
$1.70; fancy, 2-8 x 6-8, $2.05 each, 
net. Continental extension window 
screens, 24 in., $9.75; Wabash exten- 
sion, 24 in., $5.60 doz., net. 

SCREWS.— Sales are fairly good. 
Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Flat head, bright wood screws, 50 
per cent; flat head japanned, 37% per 
cent; round head blued, 45 per cent; 
flat head brass, 45 per cent; round 
head brass. 40 per cent from lists. 


SOLDER.—Call for solder is fairly 
good, with stocks well filled. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Strictly half and half solder at 32c., 
and warranted half and half solder 
at 33c. a Ib. in 100-lb. boxes, net. 


STEEL SHEETS.—Demand is good. 
Prices are firm as last quoted. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Galvanized steel sheets at $4.75 
ewt., base (24 ga.), and black steel 
sheets at $3.90 cwt., base (24 ga.). 








ee 


TIN.—Deliveries in this line are good, 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO Re. 
TAILERS, F.O.B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x 2g. 
$14.50 box, and roofing tin, IC, 29 x 
28, 8 Ib. coating, $15.50 box, net. 


WIRE.—Fence wire is beginning to 
move out to dealers for fall sales, 


Prices are steady and firm. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool: 
painted cattle barbed wire, $2.97 per 
80-rod spool, painted hog barbed 
wire, $3.18 per 80-rod spool, No. 9% 
(base) smooth galvanized wire, $3.55 
cwt.; No. 9 (base), smooth black 
wire, $3.10 cwt. 


WIKE CLOTH.—Retail demand is eas- 
ing off in this line. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

12 x 12 mesh black, $1.80, and 12 
x 12 mesh aluminum finish, $2.20 per 
100 sq. ft., base, net. 


WHEELBARROWS.—Demand is fair- 
ly good, with stocks ready for any call. 
Prices are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. TWIN CITIES: 

Queen B, barrel type tray, fully 
bolted wheelbarrows, $42.50, and 
Meteor, fully bolted, barrel type tray, 
$34.50 doz., net. No. 2T tubular bar- 
rows, $7.33; No. 16, Gopher garden, 
$4; No. 10, American garden, $6.25 
each, net. 


WRENCHES.—Sales show a fairly 
good call for wrenches. Shops and 
garages are buying steadily. Stocks 
are well assorted and prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.06; 15 in., $2.75 each, net. 

Snap-on Wrenches.— Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75; 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set; $8; No. 608, 
Crankcase Drain Plug Socket, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant “Snap-on” with extra 
heavy duty ratchet, $27.35 list, less 
33% per cent discount. 


Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
Convention, Atlantic City, N. J., Oct. 15, 16, 17, 18. 
1928. Headquarters, Hotel Marlborough-Blenheim. 
Chas. F. Rockwell, secty., 342 Madison Ave., N. Y. City. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 


VENTION, Feb. 19, 20, 21, 22, 1929. 


cided later. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 


NATIONAL HARDWARE ASSOCIATION CONVENTION, 
Atlantic City, N. J., Oct. 15, 16, 17, 18, 1928. Head- 
quarters, Hotel Marlborough-Blenheim. 
Fernley, secretary-treasurer, 505 Arch St., Philadelphia. 


NATIONAL House FuRNISHING 


ASSOCIATION CONVENTION, Stevens Hotel, Chicago, IIi., 
Warren Edwards, 


Jan. 14, 15, 16, 17, 18, 19, 1929. 


secretary, 189 W. Madison St., Chicago, III. 
Reading matter continued on page 72 


Place to be de- 


George A. 


MANUFACTURERS 


NortH DAKOTA 
CoNVENTION AND Exuisition, Feb. 12, 13, 14, 1929. 
Place of meeting to be decided later. 
secretary, Grand Forks. 

SoutH Daxota Retatt HARDWARE ASSOCIATION 
CONVENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. 
H. Casey, manager, Nicollet at Twenty-fourth Street, 
Minneapolis, Minn. 

SOUTHEASTERN Retatt HARDWARE AND IMPLEMENT 
ASSOCIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition in Atlanta, 
Ga., May 14, 15 and 16, 1929. Walter Harlan, secre- 
tary-treasurer, 701 Grand Theatre Bldg., Atlanta, Ga. 

Irtinois RetaiL HARDWARE ASSOCIATION CONVEN- 
TION AND Exursition, Hotel Sherman, Chicago, IIL. 
Feb. 12, 13 and 14, 1929. P. M. Mulliken, managing 
director, Elgin, IIl. 


RETAIL HARDWARE ASSOCIATION 


C. N. Barnes, 
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META Will Sell 


The Popular “White Coal” of Europe 
Now ready for your counter sales 


Meta is the new convenient safety fuel used is sold in small handy packages. 
everywhere in Europe. There is only Meta fuel is pure white, clean, economical, 
one kind. very compact and light in weight. 

Meta fuel contains no alcohol. It can not Meta fuel burns without smell or smoke, 
explode. It can not spill. and does not melt. Water does not 

Meta fuel burns like gas but is solid. It affect it. 





Bs 


Popular Demand 


Meta fuel is ideal for many uses in the home, for picnick 
ing and sports, camping, traveling; very popular 
with Boy Scouts. It is the most convenient fuel 
imaginable. You can carry enough in your vest 
pocket to cook a meal. 


Meta fuel is extensively used in offices, in laboratories, 
and has a great many industrial uses. 


Meta fuel can be burned “anywhere.’” Numerous pat 
ented appliances are furnished for special uses 


Attractive Display Material Furnished. 
Immediate deliveries and best service. 


Sold exclusively by 


IRVING PUTTMANN, 420 Lexington Avenue, New York City 5% 


mena a momar: 


HELLER 


Hardware Business Building Store Equipment 
Cloth Small articles No. 17 Side Table 


You can sell Superior 
Brand Hardware 
Cloth with the assur- 
ance that every roll is 
a quality product. 


Standard size wire, 
Surplus 


even mesh, straight oe 
“ ¢ 

selvage and _ heavy egal 

of tables 


galvanizing. 


Get ready for Fall Goods 


Now is the time to install your Heller Double-Duty Display 
Tables for fall seasonable goods. 

Tear wut this ad, pin it to your letterhead and return for complete 
information and prices. 


The Heller plant is running at full capacity and can make prompt 
shipment! Why not order now!—the investment is small! 


G. F. WriGHT STEEL 
& Wire Co. 


Worcester, Mass. 





Check the items you are interested in, 
tear out this ad and mail it today. 
0) New Style Display Tables 
0 Price Tickets for Display Tables 
( Nail Counters 
( Pennsylvania Metal Saw Rack 
OJ Display Door Wall Cabinets 
Write name and address 
8-16-28 


W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio 
New York Office, 20 Vesey Street, 
Suite 500 


in margin below 















group, but not by the hardware job- 
bers. We have found by long ex- 
perience that the 8! in. x 11 in. page 
with the 43 x 60 pica type page, is 


hardware jobber’s line. This page 
provides a very fair amount of addi- 
tional space over and above the A. 
E. A. size and permits us to catalog 
a jobber’s line in fewer pages than 
would be required if the 714 in. x 
105 in. size were employed. In this 
respect, l‘avette R. Plumb agrees with 
us, and it must be admitted that the 
Plumb line is sold by a generous share 
af the American hardware jobbers, 
whose books almost without excep- 
tion, contain the Plumb inserts. 
“There really is no good reason 
why the hardware jobbers should fol- 


| turers 


is alee + atten fee Ty : ; 
the size most admirably suited for | equipment and mill supply trade, as | 
the proper display of the average | ' 


(Continued from page 48) 


pica type size, is the most economical 
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More Opinions on Catalog Page Sizes 


to use for hardware jobbers catalogs. | 


manu fac- 
automotive 


should the 
sell to the 


“However, 
who 


well as the hardware jobbers, desire 
to standardize the size of the inserts 
they furnish, there is no reason why 
the type size for the inserts cannot 
he made 36 x 56 picas (61% in. x 91/3 


| in.), which size would leave ample 





low the A. E. A. or the plumbing 
group in the size of catalogs. They 
are in themselves, a group large | 


enough to stand alone, and to em- | 
ploy a size for their catalogs best | 
suited to the needs of their business. | 
It has been our experience that the 
8'% in. x 11 in. size for the trade 
catalog, the 10% in. x 11 in. size for 
the loose leaf book, and the 43 x 60 | 


| 





space for imprinting the jobbers 
running head. The size of the page. 
however, would remain 101% in. wide 
x 1114 in. high, and could be trimmed 
for either size of catalog. It would 
appear that inasmuch as the majority 
of hardware jobbers have adopted the 
8'4 in. x 11 in. size above referred 
to, and in view of the prospects that 
the trade generally will adopt this 
size, it would seem to us that the 
recommendation made in this letter 





would solve the manufacturers prob- | 


lem in respect to his inserts.” 


(Signed ) 
Vice-President, 


P. S. YEWDALE, | 


J. H. Yewdale & Sons Company, | 


Hardware Catalog Makers. 
Milwaukee, Wis 


Standard Catalog Page 
Logical 

“WWE have read with a great deal 
of interest Mr. F. Alexander Chand- 
ler's article on page 34 of the June 
issue of HARDWARE AGE, regarding 
the standardization of catalog pages. 
It is very pleasing to know that hard- 
ware men are giving attention to this 
subject. As manufacturers, we are 
very much interested. It is indeed, 
no easy task for a manufacturer to 
supply his jobbers with salesmen’s 
catalog pages when each jobber has 
a different size catalog. 

“Catalog standardization —_ has 
worked out very nicely in the auto- 
motive field. The Automotive Equip- 
ment Association has adopted as 
standard a page that fits the Kalama- 
zoo binder, measuring, I believe, 8'% 
x 10%. It would certainly seem log- 
ical for the hardware men to adopt 
the same size page inasmuch as now- 
a-days most hardware houses have an 
automobile accessories department. 

“We sincerely hope that Mr. 
Chandler has started a movement 
that will be carried through to a 
satisfactory conclusion.” 

(Signed) H. H. Grirritu, 
Oxweld Acetylene Co., Chicago. 





Mr. Llew S. Soule, 
Hardware Age, 

239 W. 39th St., 

New York City, N. Y. 
Dear Llew: 


More power to you. 





ysis of the situation that should be more prevalent. 






instead of working to sell profitable, quality items. 


Yours very truly, 


(Signed) 


Fayette R. Plumb Comments on Chain Store Series 


I hope that every retailer and jobber also will read your article in Hardware Age for July 
19th on Chain Store Competition. This is just the kind of information and thoughtful anal- 
Our Promotion Sales Manager gave me 
this copy of Hardware Age, marked at this article with his comment—“The real meat of the 
Chain Store bugaboo,” and I agree with him heartily. I am afraid the hardware business may 


be seriously harmed by concentrating its energy on the small, unprofitable end of the business 


Fayette R. Plumb, Inc., Phila., Pa. 






FAYETTE R. PLUMB 





_ 
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Good Displays 


One of 12 that are making sales 
every day for thousands ot 
Millers Falls Dealers 


12 BIG LINES 





Braces Levels 
Handand Breast pjain Screw Drivers 
Drills 


Auger Bits and 


Hack Saw Blad 
ae wel ten Expansive Bits 


Hack Saw Frames 
Automatic Tools 
Electric Drills 
Mitre Boxes 


Bit Extensions 
Nail Sets and 


Brace Display No. 600 Punches 


MILLERS FALLS Co., Millers Falls, Mass.,U.S.A. 








Osborne High Grade Punches 











Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
Tools. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog. 


Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 


Belt Punches 










































et 
CORRECT 99 oRop 
DESIGN FORGED 


SUPER WELL 
QUALITY BALANCED 



















SCREW DRIVERS 
“The Soots in Lhe Plaid Bow” 


AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW DRIVERS = GLASS CUTTERS 





















DIAMON D“E” 






™ All Metal Frame , 
CLOTH WINDOW VENTILATOR 


When selling Diamond “E” Adjustable Win- 
dow Ventilators, emphasize the superior 
quality of the cloth. 

(1). Its fineness of weave and strength 

of fabric. 

(2). The assurance that it won’t 
pull out from the all-metal 
frame. 8 popular sizes 
made to retail at 
55c. to $1.05. 























BUY 









Robertson “Horseshoe Magnet” Hammer 


THE HAMMER 
HOLDS 
THE TACK 



















The best permanent magnet hammer on the market. 


A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition. 









Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON, 94 Portland St., Boston, Mass. 
Sole Manufacturer 








SNELL CONSTRUCTION BIT 


Stiffer, Stronger, Tougher! 


The 























The Screw, the Spur, the Throat, 
the Cutting Edge and the Clear- 
ance are the important points by 
which a bit is judged. All Snell 
bits are judged by these points. 





Write for catalog today, 















BIT 


Snell Manufacturing Company, Fiskdale, Mass. 
Sales Representatives: 
John H. Graham & Co., 113 Chambers St., New York City 








































. 

Paine Toggle Bolts 
The only spring type toggle 
on the market 

The wings open instantly 
in any position in hollow 
material. 
: Any Style Head 
H Any Length bolt 
z Standard bolts threaded 
to head 
Requires no 
Just insert—The 
does the rest. 


Samples on request 
no charge 


THE PAINE COMPANY 
2947 W. Carroll Ave., Chicago, Ill. 


guiding— 
spring 



















Satisfied 
Customers 


Profitable 
Sales 











onn. 





hester, 
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ow! 


is the time 


EVEREDY PRODUCTS 
Boost Daily Sales 






Right now is the time to Talk and 
Tell—Feature and Sell the Everedy 
Line. They make an otherwise dull 
month into a record breaker for sales. 
Dealers who have tied up to the Ever- 
edy Line know what it means to han- 
dle dependable merchandise and have 
“sure-fire” sales. Everedy Products 
have Customer Preference, Dealer En- 
dorsement, and the Everedy Guaran- 
tee for Quality-Service and Satisfac- 
tion. 


EVEREDY CAPPER 

No. 1018S 
This is the capper that leads the field. 
The Never-Stretch Post guarantees 
sure and even capping. Perfectly caps 
all bottles up to one quart size. Equipped with new, Dou- 
ble, Spring-handle Lift, Automatic, Spring-handle Stop, Spe- 
el Carbon-Steel Gear and Rack. All Steel, Heavily re 
Gite: Models $1.00, $1.15). 


EVEREDY Strainer Set 
No. 300 


An August sales-leader. The most 
popular utensil in millions of homes. 
Strains and filters. Fits any size ves- 
sel or crock. Avoids spilling. Pre- 
vents waste. Heavily nickeled metal 
parts. Pleases customers. A _ fast 
seller. Strainer Bag, Filter Bag and 
Stand all in attractive display carton. 





Ne. 300 
Price $1.25 


EVEREDY Syphon Filter 


Ne. The Everedy Pins toy Filter increases 

ne, in popularity every day because it 

$1.00 cuts two operations down to one and 

does that one quick and well. Sy- 

phons and filters at the same time. 

Metallic Float, Filter-Cloth Disc, Stretcher Ring and Hose 
Clamp (hose not included). All complete in carton...$1.00 


EVEREDY Double-Duty Capper 
No. 222 
Here is the gem of cappers for heavy 
duty. All steel construction. Big 
—_— leverage. Double Never-Stretch Posts, 
Price Double Gears, and Double Spring- 
$2.00 handle Lift. Practically unbreakable. 
It stands the “gaff,” no matter how 
big the job it has to handle. Heavily 
nickeled. Caps 12 oz. to full quart. 
$2.00 
Prices slightly higher in Far Weat and Canada. 


Write for Catalog 


All Everedy Producta are Nationally Advertised and 
are Endorsed by Millions of Users as the Standard. 


THE EVEREDY COMPANY 
Frederick, Maryland 
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A New Idea Discovered — 


*Mind Your Own Business” 
(Continued from page 41) 


good hotels, to get a room and bath for four dollars, 
Therefore, he could not understand why eight dollars 
should be charged to the company. He inquired of one 
very thin employee how it was possible for him to eat 
a dinner alone that cost $5.60. He was just curious 
to know what he had that amounted to that sum! 

Next he went into inventories and he could not under- 
stand when there was no speculation on the market why 
such great quantities of goods were bought. He cut 
down the buying to a monthly basis; inventories were 
turned into cash and cash was used to pay the bank, and 
so surplus inventories were used to cut down interest 
charges. They reduced inventories in this business about 
| a million dollars, and this million dollars was turned into 
| cash—meaning a saving in interest of fifty thousand 
| dollars per annum. 

He found out that expensive wooden boxes were being 
used just because they had always been used, when an 
especially made fiber box was better by every test. and 
the introduction of these boxes saved another $50,000 
a year. People who wished to see him about becoming 
interested in new makes of balloons were told that he 
was “in conference.” He was the hardest man to get 
at in the city of New York to people who had prospects 
that did not interest him, but he was the easiest man to 
reach in New York to people who had propositions that 
had a direct bearing upon the business. 

One of the directors at this luncheon remarked that 
this executive said he once gathered a great idea in read- 
ing a life of Napoleon. When Napoleon held a council 
of war, according to this story, he submitted the problem 
to all his generals and listened in silence to what they 
had to say. Occasionally he would ask a question. 
When each general, in turn, had expressed himself, with- 
out any further remarks from Napoleon, the meeting was 
adjourned, and then Napeoleon himself, all alone, dic- 
tated the plan of the campaign, and each of the generals 
received his written instructions. This executive did 
not believe in debating societies, but he was a great 
believer in gathering facts and statistics. It is a matter 
of history that Napoleon’s defeat at Waterloo was largely 
the result of his not having certain facts: one of them 
being about the sunken road of Ohain; but. then, Na- 
poleon had grown old, fat, tired and worn out. 

A most interesting article could be written about this 
executive whose idea of management was to attend 
strictly to your own business; to watch every detail and 
see that everything was done not only in the best possi- 
hle manner but at the lowest possible cost—an executive 
who believes that today one of the greatest faults in 
business is that there are too many fuss and feathers in 
business. What is overhead in most cases but a terrible 
load that must be carried—of the unnecessary. The 
whole object of the work of this executive was to cut 
out the unnecessary and build up that which was 
essential. 

“Now, in conclusion,” remarked one of these directors 
as he munched his cracker, “the profits of that particu- 
lar business in the past year increased just one million 
dollars. Sales were not largely increased; nothing spe- 








| cial or spectacular was done; the whole idea was to get 


everybody in the organization to attend strictly to his 
own job and all unnecessary motions were cut out. In 


| other words, the idea was to give the heads of cle ae 
| ments an opportunity to run their departments on the 
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common sense, practical basis without constant and un- 
necessary interference. The basis of this man’s man- 
agement was COMMON SENSE. He did not seem to 
have any fads or efficiency formulas. He seemed to have 
the ability of simplifying every problem that was put 
before him and he did it in such a simple way that it 
sometimes made people appear foolish. Now, just to 
illustrate: One day he happened to stop at an employee's 
desk in the claim department. Before this employee was 
a thick stack of papers, correspondence to and from 
about a claim. This executive picked up the papers, 
glanced through them and then remarked: “This cus- 
tomer is only one hour from here by train. Stop this 
correspondence ; get on the train, call on him and settle 
this clam!’ Of course, that was the obvious thing to 
do, but the claim man had never been in the habit of 
leaving his desk, going out to see customers, who were 
nearby and promptly settling claims.” 

[ have arranged with this director to meet this ex- 
ecutive. I suppose, however, if I should attempt to write 
him up he would consider that as a waste of time and 
something that would not result in any net profits to his 
company. I am afraid he will be a hard man to handle! 





Spokane Newspaper Bases Editorial on 
Recent Hamp Williams’ Talk 


The leading editorial for July 19 in The Spokesman- 
Review, a prominent daily newspaper in Spokane, 
Wash., was devoted to an appreciation of some of the 
sentiments expressed by Hamp Williams in his address 
before the recent merchant’s convention in Spokane, 
entitled “Display Your Goods and Advertise,” the edi- 
torial is as follows: 

“Hamp Williams of Hot Springs, Ark., a nationally 
known figure in the hardware trade, tells the merchants 
we've got to make better displays of our goods and do 
better advertising. There's lots of money lost through 
not advertising. When the advertising man calls on you 
don't say, ‘Oh, go ahead and fix me up something.’ 
Study and plan your advertising. Put punch into it. 
Advertise prices, go after the business, know your costs, 
are some of the means at hand to combat the chain stores. 

“But Mr. Williams has no quarrel with the local 
chain stores. He frankly grants that they are making 
better merchants out of us. 

“They understand the psychology of display and of 
advertising. Methods that succeeded 50 years ago, or 
even 20 years ago, are not suited to modern conditions. 
In pioneer times the people who were settling a frontier 
country first wanted to know where stocks of merchan- 
dise could be found. It was sufficient then for an adver- 
tiser to say that he had ‘a well-selected stock of general 
merchandise,’ that his ‘prices were reasonable,’ and that 
he would be glad to meet people at his store on Main 





Street. But that method of advertising has lost its ap- 
peal. Stocks of merchandise have grown into big de- 


partment stores, and it has become necessary for the 
successful advertiser to display his goods to catch the 
passing eye, and to quote specific and appealing prices 
in his advertisement. Generalities have lost their old- 
time appeal.” 






























okers, Furnace 
Pokers, Lid Lifters, 
Stove ee 


Dampers - 


Arcade Steel Spindle Dampers are equi with an accurately 

molded extra heavy cast iron blade and sharply ground electric- 

ally welded spindle with nickel plated steel spring handles. 
Made for all sizes of pipe. 












Bent End Stove Pokers 


— 
Straight End Stove Pokers 









Arcade Stove Pokers are made in nine different sizes and 
furnished either straight or bent. They have slender tapered 
points and handles formed of tempered wire, closely coiled 
and firmly attached. The entire Poker is fully nickel plated. 


















Heavy Furnace 
Poker 





Stove 
Scraper 
























Thé¢heavy duty furnace poker is especi- 
ally substantial, 14” in diameter and 48” 
long. 







This Arcade Stove Scraper is made in all 
standard sizes. The blade is 1!4x3*{”, and will 
not come loose. 















No. 100 Lid Lifter 












Loop handle lid lifter 
with spring wire handle 
securely locked on the 
casting. Length over all 
9”. Handle does not get 


hot. 
HARDWARE 


ARCADE="Tovs 


Write us for Catalog ~ Ask your Jobber for Prices 


















Arcade Manufacturing Company 
Freeport, Illinois 
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Canadian Stamps for 
Canadian Mails 


ee is surprising that so many American firms in send- 
ing return post cards to Canadian correspondents do 
not remember that the Canadian postal authorities re. 
quire Canadian postage stamps or post cards. Here js 
a letter from G. V. White, of Sumner Company, Ltd, 
Moncton, N. B., one of Canada’s large hardware houses. 
which expresses the thoughts of many Canadians on 
this subject. “‘A lack of attention to detail,” as Mr. 
White puts it, seems to sum up the situation. 
SUMNER CoMPANY, Limite, 
Hardware Plate Glass & Mill Cupplies, 
Moncton, N. B., July 16, 1928. 


“We are just in receipt of a letter from the Animal 
Trap Co. of America, Lititz, Pa., U. S. A., containing a 
Canadian return post card. This is so unusual it is really 
worthy of comment. In nearly every instance where we 
receive letters from American manufacturers with re- 
turn cards or envelopes the postage on same is American 
and they might just as well be left out. It seems to the 
writer to show a lack of attention to detail and re- 
minds us of some American tourists whom we had a 
hard time convincing that their stamps could not be used 
from this post office.” 

Yours truly, 





G. V. White, 
SUMNER CoMPANy, LIMITED, 
Publicity Manager. 


Ten Business Commandments of a 
Shrewd Merchant 


ERE are George Churchill’s business command- 
ments. No matter what you do to make a living, 
you ought to find some helpful pointers on his list: 
1. Don’t wait for the other fellow to come to you: 
go to him. 
In competition with others, always give them the 
credit for being a little smarter than you are. 
Then work like the deuce to prove that they 
arn't. 
If you have no money and little credit, capitalize 
your personality. Sometimes it pays to have a 
nerve. 
Never admit to anybody—and least of all to your- 
self—-that you are licked. 
Keep your business troubles to yourself. Nobody 
likes a calamity howler. Besides, he finds scant 
favor with the bankers. 
Don't be afraid of dreaming too big dreams. It 
won't hurt you to figure on owning a railroad 
even if you have to compromise on a flivver. | 
Make friends; but remember that the best 0! 
friends will wear out if you use them too [re 
quently. 
Be square even to the point of finickiness, and you 
will have mighty little occasion to complain of 4 
crooked world. 
. Take advice, but do your own deciding. 
Don’t toady. The world respects the man who 
stands up on his hind legs and looks it 1 the 
eye —Allith Bulletin. 








Selling Lumber in Hardware Stores 


NSWERING the query of Emmett Bruner, of St. | 

Louis, Mo., the editor of Printers’ Ink states that | 
it is entirely practical to merchandise lumber through | 
retail stores, particularly in large cities like St. Louis. | 
It is suggested that the lumber be sold in small quantities | 
for repair purposes around a home, and it is further | 
stated that the idea has been tried out more or less suc- | 
cessfully by department stores. 

The lumber is cut up into short lengths at the mills, 
anything under eight feet being considered a_ short 
length and the other pieces measuring six, four and two | 
feet. This merchandise is known as packaged lumber, | 
and is logically a hardware item, because it is a related | 
line. The hardware man sells nails, hammers, saws, | 
paint, brushes and the various items for building. In| 
addition to these advantages, the hardware man has that | 
of location. Lumber dealers are usually poorly located, | 
hard to find and hard to reach. 

If the hardware man wishes to go into the merchan- 
dising of lumber in a more extensive way, he can keep 
the main stock of lumber in an outlying section and have 
a line of samples of all qualities carried. It is not neces- 
sary to see a whole lumber yard to buy small quantities. 

The suggestion of Mr. Bruner is one which warrants 
the attention of hardware dealers in many localities. 


The Never-Complete Mailing List 


HANGES, continuous changes—births and deaths, 
marriages and separations, removals of old inhab- 
itants and new residents in the town—that’s life in the | 
small town as in the large city. The hardware dealer | 
who does not recognize these changes and keep informed | 
of them is stamping himself as not on the job. 
\ mailing list must be up-to-date to be of any real | 
value. Circularizing an unrevised mailing list has many | 
disadvantages which any dealer who has the reputation | 
of being progressive can ill afford.’ In the first place, it | 
is a waste of money, as many of the letters or circulars | 
will be returned with the notation “not found” or “moved | 
to unknown address.” Then, too, the latest arrivals in | 
the town, whom the dealer should acquaint with his | 
store and business will not receive the letters, and, again, 
he will be marked for his slovenly business methods and | 
not being alive to the present conditions in the town. 
The progressive hardware dealer, who realizes the | 
value of an up-to-the-minute mailing list, will keep his | 
ears and eyes open and train his clerks to keep con- | 
stantly on the lookout for changes in the town and to} 
revise the list accordingly. The columns of the daily or | 
weekly newspaper note many of these changes and they | 
should be checked each day with the mailing list. 





Says the Man Behind the Counter 
| 


ACK in the days of high wheeled bicycles, low | 
heeled shoes, home baked bread and tin pans for | 


milk, there probably were few women coming into the PYRENE MFG. COMPANY 


hardware store, and it didn’t matter if the sales force | 
went around with sleeves rolled up and excelsior in their | 
hair. Today things are different. The hardware store | 
is making a big appeal for women’s trade, which means | 
that those who sell to the ladies must present an appear- 
ance that will please the ladies, whether they are ladies’ | 
men or not. Married or single, try to please ‘em all. | 
It's the making of more business. | 


| Atlanta 
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HE completeness of the #eze line 

of Fire Equipment gives you an 
opportunity to sell fire protection 
for all types of buildings, motor 
vehicles and boats. 


In addition to pint, quart, 1% 
quart and two gallon #em Fire 
Extinguishers there are 2% gal. 
Guardene (Soda-Acid); Phomene 
(Foam type) 5 gal. Accurate Pump 
Tank Extinguishers and larger units. 
There is a steady demand for refills. 


The Fire Demon doesn’t take a 
7-hour day and a 5-day week. He’s 
on the job 24 hours every day of the 
week. You never can tell where he 
will start work next. 


You start work before the Fire 
Demon gets a chance. Get your cus- 
tomers protected against fire. They’ll 
buy Se Fire Equipment if you re- 
mind them of their need. Remind 
them through store and counter dis- 
plays and your newspaper advertis- 
ing. Write us for attractive dealer 
helps. 

You can make fire protection pay 
you handsome profits. 

Gen, Fire Equipment is sold only 
through the established trade chan- 
nels. 


NEWARK, NEW JERSEY 


Branches: 
Chicago Kansas City 
Manufacturers of Fire Equipment since 1907 


MAKERS OF PYRENE TIRE CHAINS 








San Francisco 
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“See What $1.00 Will Buy” 


California Hardware Merchant Holds Unusual Sale in Crockery 
and Glassware Departments—Showing Items at One Dollar 


C. BURDICK, hardware merchant, Richmond, 

Cal., operates one business in two stores. In 

one store he has his general hardware and paint 
business. In an adjoining store Mrs. Burdick manages 
the crockery and glassware departments of the Burdick 
firm. 

The amount of stock in the crockery and glassware 
departments amounts to about $2.500. This stock is 
turned three times annually. 

A good deal of the merchandise in these two depart- 
ments comes under the general classification of novelties. 
That is to say, much of this merchandise is made up of 
odd and special assortments of fancy dishes, glassware, 
together with earthenware pots, vases, candlesticks, etc. 

The three trade magnets that A. C. Burdick uses in 
these departments of his business are: First, newspaper 
advertising. Second, special sales. Third, attractive 
prices. 

In regard to the first of these three things, newspaper 
advertising, Mr. Burdick runs an ad in the local news- 
paper every Friday evening. Saturday, in the city of 
Richmond, is pay day. « Richmond is a growing indus- 
trial community. There is a large and important oil 
plant on the outskirts of the city. Quite a number of 
small manufacturing establishments are located there. 
Consequently, Saturday is a big sales day for the retail 
merchants in the city. Of course, Mr. Burdick, in his 
Friday evening advertisements mentions other things 
besides crockery and glassware. But that is another 
story, and one perhaps which will appear in these pages 
in another issue in the near future. 


Usually, however, there is something of interest to 


the women of Richmond in regard td crockery and glass- 
ware in the Burdick Friday evening ad. 

Regarding special sales, Mr. and Mrs. Burdick hold 
two kinds. Specials for bridge parties, and special sales 
on dollar merchandise. There are a good many bridge 
players in Richmond, and quite a number of prizes 
change hands every week and every month. The 
Burdicks take advantage of this, and stock and sell a 
large number of items particularly suited as prizes at 
bridge parties. 

Nearly every month a special sale of dollar merchan- 
dise is held. An idea of the kind of merchandise that 
is offered at these ‘sales may be gained by examining the 
accompanying illustration. It shows both the variety 
and type that is offered. Note the sign in the center of 
the window display. “See what $1 will buy.” 

Anybody with normal curiosity will give this display 
more than a passing glance. The sign, because of its 
directness and simplicity, is peculiarly effective as a 
means of arousing and stimulating curiosity. The mer- 
chandise on display is of a kind that will attract nine 
out of ten women. And it is arranged in a manner 
that is slightly different than the average window dis- 
play of crockery and glassware that one is accustomed 
to seeing. 

The development of these two departments of the 
Burdick store has aided the general hardware business. 
It has helped to advertise it in a way that has been of 
material benefit. 

In some future issue we shall publish a story about 
A. C. Burdick’s paint business, and how he has built 
it up from nothing to six stock turns a year. 
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Finds Lanterns Displayed Exclusively in 
Windows Doubled Sales 


EING a very staple item and a steady seller insuffi- 
cient display attention is given to lanterns accord- 

ing to ]. C. Pearson, proprietor ofthe J. C. Pearson Co., 
Shelbyville, Ind. It had been the custom in this store 
to use a few lanterns in miscellaneous goods displays 
and in such windows as outing equipment or farm ma- 


terials. Mr. Pearson decided to try an exclusive lantern 


window display and was delighted with the immediate | 


results. He found that he had sold about six dozen 


lanterns in a period of time which would formerly have 


been good for less than half of that volume. This hap- 
pened for the first time about three years ago. 
then J. C. 
in one of the two windows at least three times a year, 


Since 


often four times. 


Pearson Co. displays lanterns exclusively | 


There are many other staple well known lines of hard- | 


ware which would be good subjects for similar atten- 
tion. Whenever a window is available for a concen- 
trated appeal on any one line there is a definite ad- 
vantage, in that the prospect looking at the window will 
focus his mind on something specific and be more likely 
to buy. Naturally window display space is at a premium 
in most stores and exclusive displays on all staple lines 
could hardly be arranged. These same staples how- 


ever, could be merchandised more intensively and could 
be given more than an incidental location .in other dis- 
plays. 


Mythical “Summer” Slump 


« early and experimental stages of advertising certain 
months of the year were poor in business. Mid- 
summer was one of these periods and “the summer 
slump” became a byword among merchants. It was ac- 
cepted as a necessary and incurable evil. Instead of in- 
creasing their advertising to improve business, merchants 
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Merch 2°, 19)” 
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Die Hen—Blne Une 
Hose Clamp in the Industry! 


Universal Hose Clamps have 
achieved this distinction 
through their out - and - out 
good quality and «te equi- 
table and square sales policy 
under which they are dis- 
tributed. 

Your guarantee is the name 
“Universal” stamped on 
each clamp and printed on 
each carton. Look for this 
name when you buy and be 
sure you get what you ask 
for. 

Their size adaptability, ease 
of installation, leak preven- 
tive feature and _ rust-proof 
construction make them all 
that a good clamp should be. 
Universal clamps are manu- 
factured from cold _ rolled 
steel wire—not strap. Their 
edges are smooth. Every 
clamp is “Electro - Galvan- 
ized.” 

One size—1 to 3 in.—fits any 
hose of any size. For oc- 
casional needs of small hose 
we make a Junior Clamp 
adapted to % to 1% in. 
adjustability. 


@eerereeeeretae 
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Universal 
Industrial Corp. 
Hackensack, N. J. 


HOSE 
CLAMP 


Grented 


Adjustable to fit aray ose of ary size 


virtually suspended advertising on the theory that busi- | 


ness was not to be had. 


Suddenly someone discovered that “the summer slump” | 


was an hallucination of an unbusinesslike mind. It must 
have been a shock to the old-timers when they discov- 
ered that the reason they were not doing business in the 
summertime was because they were doing no advertis- 
ing. It did not speak well for the vision of these pioneer 


business men that they were so long in learning this | 


secret of advertising; that advertising should be used 
most extensively at those periods in the year when busi- 
hess needs an artificial stimulant. The business of adver- 
tising is to make business. 


With the aid of newspaper advertising many businesses | 
have transformed the “summer slump” into a “summer 


boom.”” They have produced goods the public needs 
and wants during the warm months and have carried the 
news to the consumers through advertising. 

Those who have something to sell—locally or nation- 
ally—will neither see nor feel this mythical summer 
slump if they do more and better advertising. There is 
more employment and therefore more money in circula- 
tion during June, July and August than during any other 
three months of the year. Why, then, should there be 
ess business ?—Richmond Hill Record. 





Why a Stencilor Speeds Up Sales 


beco 
STANDARD EQUIPMENT WITH CHAIN STORES AND OTHERS 
DISPLAY 
AND SIGNS MADE UP TO THE MINUTE WITH THE STENCILOR. 
Bring modern methods to Y-O-U-R store with a Stencilor and speed up 
sales. 





A bolt of goods, a hat, a saucepan 
set of by an attractive display 
card with the price plainly marked 
thereon is on the road being sold. 
Shrewd merchandisers, realizing 
the advantage of making it easy 
for the customer to sell himself 
never miss a chance 
to take advantage of 
this phase of human 
nature IN 














cause it en- 
ables inex 

perienced 
people to 
turn out at- 
tractive dis- 
play cards, 
price tick- 


window 
streamers 
quickly and 
with little 
expense has 

me 
YOUR STOCK WITH PRICE TICKETS, SHOW CARDS 


The low price will surprise you. 


DISPLAY MATERIAL COMPANY 
774 Grand Avenue, St. Paul, Minnesota 


Attach this coupon to your firm letterhead 
Send to your nearest office— 

DISPLAY MATERIAL CO., 774 Grand Ave., St. Paul, Minn. 
Material Co., 191 Pearl St., 







Eastern Agents, Display 
New York, N. Y. 
Canadian Agents, Display Card Co., Ltd., 11 Inkerman St., 
Toronto, Ont. 

Please send me without obligation a copy of your book, 
“How to Make Signs.” 


Name 


Firm 
Street No 
2 EEE EE ee ee Tee 
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American Ready-Lite Lantern 


A number of new and important im- 
provements in the manufacture of gaso- 
line lamps and lanterns are incorporated 
in the new American Ready-Lite Lantern, 


manufactured by the American Gas Ma 
chine Co., Inc., Albert Lea, Minn. 

In this lantern all former methods of 
generating, including that of generating 
with a match, have been entirely elim- 
inated. 
and lighted immediately. 

A specially constructed carbureter con- 
cealed in the 
air and gasoline in such proportions as to 
form a perfect burning gas. The gen- 
erator tube has been improved by the addi- 
tion of an automatic cleaner. 


The lantern is equipped with a hand | 
operated filler plug, built in pump, vitreous | 
lac- | 


L 


enamel top and shade with a blue 


quered fount to match. 


The No. 25 Washington Furnace 


The No. 25 Washington Furnace man- 
ufactured by Gray & Dudley Co., Nash- 
ville, Tenn., is designed for burning wood 
only, and will easily take a 25 in. stick. 


This new furnace possesses all of the up- 
to-date features for heating with circulat- 
ing moist warm air. The No. 25 furnace 
is equipped with a patented foot warmer, 
which is a great convenience. The right 
end of the furnace is fitted with a large 
outside double door and the heating unit 
has a large cast iron front-feed door and 


a large ash door with through register 


draft. 


| particularly attractive, is readily cleaned 
| by wiping with a dry rag. 


| 


At the back of the furnace is the pipe 


| collar, eliminating the necessity of using 


The lantern may be turned on | 


front of the lantern mixes | 








an elbow when connecting the furnace di- 
rect to a fireplace. 
water pan is located in the back panel. 

The No. 25 Washington Furnace is 35% 
in. in height and requires a floor space of 
32% by 21Y% in. 


A Useful Vegetable Bin 
An all-wire vegetable bin, designed to 
hold a good quantity of vegetables and 
fruits, is manufactured by the Union Steel 
Products Co., Albion, Mich. It is made 


/ 





out of heavy steel wire and can be easily 
moved from place to place. Due to its 
wire construction it allows a good circula- 
tion of air which tends to prevent rot and 
decay. Paper bags, sacks, boxes and car- 


tons are not needed when this bin is placed 


in the kitchen or pantry. 


Armstrong Brass Pipe Dies 


The Armstrong Mfg. Co. of Bridge- 
port, Conn., is manufacturing a complete 
line of dies to be used only on brass 
pipe. Realizing that brass pipe cannot be 
caulked up and kept tight like iron pipe 
and that a poorly threaded job means ex- 
pensive replacements, the company de- 


signed these dies to cut true, tight threads 
on brass pipe. 

No dope or string is necessary with 
these new dies, but lard oil should be 
used as a cutting medium. 


The cabinet of this new furnace is | 


An improved cast iron | 
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The Austral Door Holder 


An ingenious device designed to hold a 
door in any desired position and to per- 
form this function automatically is being 
manufactured by The Austral Window 





4 


CLOSING « RELEASING - CHECKED - OPENING 


‘, 











Co., 101 Park Avenue, New York City 
The Austral Door Holder consists of a 
highly tempered semi-circular steel spring, 
|,combined with a steel leg having a rubber 
shoe or foot attached to the lowe: 
| The spring has a bumper at the extrem 
end, preventing the holder or door knob 
from coming in contact with the wall 
When the holder is once placed in con 
tact with the floor it will hold th 
in any desired position. It offers no re- 
| sistance to the opening of the door and it 
| is only necessary to exert sufficient pressure 
on the knob when closing the door to 
overcome the action of the spring of the 
door holder. To discontinue this auto- 
matic action the leg of the door holder can 
be disengaged from the floor by tipping 
it up with the foot. 
| The fact that the Austral Door Holder 
| automatically releases its hold as soon as 
pressure is applied to the rubber prevents 
any damage being done to highly finished 
floor surfaces, and at the same time, no 
injury can be done to the Holder or th 
| door. 


avi 
end. 
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The Shimmy Stop No. 20 


The Apco-Mossberg Corp., Attleboro, 
Mass., has placed on the market a device 
designed to reduce the shimmy in_ the 
front wheels of automobiles using balloon 
tires and four wheel brakes. The new 


shimmy stop No. 20 is easily installed 
with a screw driver. It is made of high 
grade steel, spring wire and metal stamp- 
ings. 

The company states that the shimmy stop 
greatly reduces the shimmy on any car 
and in many cases will entirely eliminate 





that condition. 
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WIRE PRODUCTS 


for every need 
Cambria Fence 
Steel Fence Posts 
Wire—Barbed, Barbless and 
Twisted; Proc d, Bright 
and Galvanized 
Nails—Cement-coated, Bright 
Blued and Galvanized 
Wire Rods Staples 
BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA. 


BETHLEHEM 


Ce ULI LULALULLU ULLAL 








INL 


MMMM ULUULLUUAA AAU 


i} 


AUGUST 16, 1928 





Costly Pictures 
and Mirrors merit 


GRAFFCO 


PICTURE HANGERS 


Stock them to supply your cus- 
tomers with the best—and to 
receive a liberal profit. Write 

for catalog. 


Graff-Underwood 


Company 


52C Washburn Ave., 
Cambridge, Mass. 








ERScosnon ree 
STORE LADDERS 


— Insure perfect shelf service for any / 
-— line of merchandise. Deep tread steps, 2 
= properly spaced, with convenient full M1, 
length handholds on both sides of 
ladder permit mounting or descending /// 
with ease. Both hands free to remove 
or replace stock without danger of fall- 
ing. Cushioned Tired Trolley and Truck Wheels elim- 
_—_ ane and prevent vibration. Erection as simple 
as A,B,C. Utilize small space. Make top shelves 
safely available for stock purposes. One style— 
neat of design—nicely finished—any height ceil- 
ing. Thousands in use. Circular on request. 


mPEEMYERS & BRO.co °% 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 


























Insulated Flexible Cords 
Silk — Cotton —Asbestos 


for 


LIGHTING FIXTURES 
PORTABLES 
APPLIANCES 
RADIO 
AUTOMOTIVE 


HATEX 


e 99 
“*Service Cords 


HATFIELD RUBBER WORKS, Inc. 
HILLSIDE, N. J. 








STRATTON!! 


GOOD 
wooD 
HANDLES 


For Small Tools, 
Utensils, Electri- 
cal Goods, Etc. 
Enameling, both 


baked, and air 
dried. Plain, or Enameled 


IN COLORS 


Stratton Mfg. Co., Stratton, Maine 








|S TUDEBAKER— 


The Great Independent 


Customers get the best possible impression of your 
business when deliveries are made with Studebaker 
units. Studebaker delivery cars possess beauty and 
dignity which complement the service of the finest 
hardware stores—and they possess rugged quality and 
built-in stamina backed by Studebaker’s 76 years of 
manufacturing integrity. Point-by-point comparison 
will prove to you there is greater dollar-for-dollar 
value in Studebaker delivery cafs than any other units 
built of similar capacity. 

Studebaker delivery cars of , ton and 34 ton capacity 
are priced from $795 to $1195 f.0.b. factory. 


The Studebaker Corporation of America 
SOUTH BEND, INDIANA 





The reputation of 


Brown €& SHARPE 
Touts 


for Accuracy and Reliability 
finds them a ready markct 
wherever metal is used 


BROWN & SHARPE MFG CO 
ProvinpEence RI USA 


Worlds Standard of Accuracy 








SHARK BRAND CHISELS 
FULLY GUARANTEED 


Because of their reputation as dependablé 
tools, sell with little effort, which means 
sure profits to you. Shark Brand Chisels 
are produced from the finest Swedish 
charcoal steel, are sturdy and well made 
and craftsmen and lovers of good tools 
appreciate their quality. 
Butt Beveled Edge 
Regular Beveled Edge, 
Socket Chisels. 
We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 


SCANDINAVIAN WESTERN 
IMPORTING CO., Ltd. 
107-109 Lafayette St., New York, N.Y. 


Minneapolis, Minn:, Montreal, Can., 
Seattle, Wash. 


Manufac- 
tured by 
E. A. Berg 
Manufac- 
turing Co., 
Ltd. 
Eskilstuna, 
Sweden 
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Hot of the Nail Ke 


Little yarns that others have laughed 


over culled from various sources. 


contemporary puts it: 
have been copied, the rest will be.” 


“Some of them \3 







Asa 











Tourist—"“May I have a couple of| 
towels?” 

Landlady—**Are you gonna stay here all 
summer 7” | 

ue 

Madge—“Would you marry a man to 
reform him?” 

Mabel—“I suppose I shall have to—there | 
isn't one of them that suits me the way 
he is now.” 

Most of the family were at the parlor 
window watching the king and queen ride 
by. Suddenly the mother turned to her 
daughter. “Where's your auntie?” 

“Upstairs,” came the reply, “waving her 
hair.” 

“Mercy!” exclaimed the mother, “cant 
we afford a flag?” 

When I was a boy I thought nothing 
of chopping wood all day long. 

I don't think much of it myself. 


Statistics show that a locomotive is not 
afraid of an automobile. 





Woman (in crowded car, to her. friend) 
—I wish that good-looking man would give 
me his seat. 

Five men got up. 





An old-fashioned girl is one who takes 
the cigarette out of her mouth before 
pulling her nightgown over her head. 





Squire Green—“Mandy, after I die, | 
wish you would marry Deacon Brown.” 

Mandy—‘Why so, Hiram?” 

Squire—‘Well, the deacon trimmed me 
on a hoss trade once.” 

She—“Now, what are you stopping 
for?” 

He (as car comes to a halt)—“I’ve lost 
my bearings.” 

She—“Well, at least you are original. 
Most fellows run out of gas!” 


Him—“And why do you call me Pil- 
grim?” 
Her—“Well, every time you call you 





make a little progress.” 


Judge—‘“Guilty or not guilty?” 

Rastus—“Not guilty, suh.” 

Judge—‘Have you ever been in jail?” 

Rastus—"No, suh; I never stole nuthin’ 
before.” 


| 


George, is there any connecting link be- | 
tween the animal kingdom and the vege- | 


table kingdom? asked the teacher. 
Yeth, ma’am, answered little George. 
Hash. 


Mrs. Highest—“And what did you dis- 
cover about your family tree?” 

Genealogist—“I found that it was of 
the nut-bearing variety.” 


He claims his wife was intractable, your 
honor, so he beat her into subjection with 
a golf club. 

In how many strokes? asked the judge, 
awakening with interest. 


Can you imagine the arm of the ocean 
around a neck of land? 

Why not? I’ve hugged the shore my- 
self! 


Before They Were Married—He talked ; 
she listened. 

First Year After—She talked; he lis- 
tened. 

Five Years After—They talked; the 
neighbors listened. 





The office cat says that bragging does 
not bring happiness, but no man with a 
large fish goes home through the alley. 


Dinah, crying bitterly, was coming down 
the street with her feet bandaged. 

“Why, what on earth’s the matter?” she 
was asked. “How did you hurt your feet, 
Dinah?” 

“Dat good fo’ nothin’ nigger (sniffle) 
done hit me on de haid wif a club while I 
was standin’ on de hard stone pavement.” 





“I left a bottle of Scotch in the car this 
morning.” 

“Was it turned into the lost and found 
department ?” 

“No, but the fellow who found it was.” 


An old darky was asked which he 
thought more important, the sun or the 
moon. ‘The moon,” he replied. “The 
sun shines in the daytime when it’s light 
anyway, but the moon shines at night when 
it’s dark and you need light to find the 
chickens.” 


“I'd certainly like to play football in 
heaven.” 

“Well, I wouldn't.” 

“Why not? 

“Well, it certainly would be hell to be 
dropped from the team.” 


A negro soldier in the American Army 
was on sentinel duty for the first time in 
his life. A dark form approached. 

“Halt!” he cried, in a threatening voice, 
“who are you?” 

“The officer of the day.” 

“Advance !” 

The officer advanced, but before he had 
proceeded a half dozen steps the sentry 
again cried, “Halt!” 

“This is the second time you have halted 
me,” said the officer. “What are you going 
to do next?” 

“Never you mind what ah’s going to do 
next. Mah orders are to call ‘Halt’ three 
times, den shoot!” 


The traveling man opened the telegram 
and read—“Twins arrived tonight, more 
by mail.” 


Judge—“Speeding, eh? How many 
times have you been before me?” 

Speeder—“Never, your Honor. Ive 
tried to pass you on the road once # 
twice, but my bus will do only fifty-five 
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CLYDE JENNINGS, Editor 


Are You Se 


Q)« of the greatest opportunities for the expan- 





sion of the electrical gaods trade is to bring 
about an easier use of electric appliances in 
the home. 

There is no question that the present electrical wiring 
equipment of the average home is a handicap on the 
sale of appliances. Many women who would buy many 
appliances and use them, 
are held from that pur- 
chase by the fact that it is 
necessary to unscrew a 
lamp bulb from the fixture 
every time they want to 
use a toaster or a cleaner. 

Just why this should be 
so is something of a mys- 
tery, but most sales resis- 
tances are more or less of 
4a mystery to the person 
who is trying to make the 
sale. The light and power 
company salesman can not 
understand why any family 
Would rather spend $50 a 
year for cigarettes, chewing gum and other more or 
less frivolous things than to buy electricity. 

The electrical appliance man wonders why people 
will buy an automobile rather than a whole flock of 
labor Saving devices to make the home pleasant. 

But people are like that. 

The best foundation for the future sale for electrical 
supplies is to promote the most convenient use. This 
Electrical Goods Section 


see" 


——~— 
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ing Cooperatively ? 


means many baseboard or wall sockets not needed for 
lamps. The entire electrical industry is making a drive 
on this promotion this year and will feature outlet 
sales in September. 

Indeed, the Red Seal Home campaign is built on the 
idea of adequate wiring. It is of interest to every hard- 
ware merchant to get behind this movement. 

Today many hardware 
stores do wiring on a home 
service basis. Certainly 
these stores should go in 
heavily for this “conve- 
nience outlet” sales cam- 
paign. 

Those stores which sell 
electric appliances and sup- 
plies, but do not do wiring, 
should also get behind the 
campaign to the extent of 
urging their customers to 
improve the electric facili- 
ties in the home and speak 
a good word for the elec- 
trical contractor of the 
neighborhood. Get from this contractor his average 
price for doing such jobs and be able to tell people 
what it will cost them. 

Today there are many devices for adding outlets to 
a home by outside construction. Everywhere men who 
are handy with tools are doing this sort of wiring in 
their own homes. Feature these devices to this trade- 
but be sure you handle only quality wiring supplies. 


} Png, 
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Jobbers See Large Volume in 


Washing Machines 


Wholesalers outline methods whereby retailer can build 
for success in larger household items. 


HE washing machine and its 

near relative, the electric 

cleaner, are again standing at 

the threshold of the hardware store 

begging to be taken in, to be made 

a regular part of the stock of trade 

and promising, in return, to add 

materially to the annual volume— 

and what is more important—the 
profits. 

In addition, these two items of 
merchandise will supply a perfect- 
ly legitimate reason for the mer- 
chant going into the homes of his 
customers where he can discuss 
with them many hardware needs. 

In our last issue we discussed 
the history of the washing machine 
business. How it started in the 
hardware store, then deserted to 
the strong arm field. All that was 
said about washing machines may 
be said about cleaners with this 
reservation: 

The cleaner has already made 
much progress in the journey back 
to the hardware store. Cleaner 
manufacturing data are not as com- 
plete as those of the washing ma- 
chine industry and to make state- 
ments of trade progress is more 
or less perilous. But the cleaner 
industry has been readjusting it- 
self for the last two years and be- 
lieves that it is well along in the 
process of staging a comeback. This 
comeback begins with the down- 
ward revision of prices. 

According to all reports the job- 
bing business in cleaners shrunk 
steadily from 1922—the high point 
—to 1926, and since then has turned 
upward again. The reason is more 
or less obvious. When the price 
was adjusted, the cleaner could no 
longer carry the extra cost of per- 
sonal salesmanship and thus an un- 
fair and disturbing competition 
was withdrawn and the legitimate 
merchant, who buys through the 
jobber, was encouraged to get busy. 


Recently we have asked a good 
many hardware jobbers who do a 
volume business in washing ma- 
chines to suggest and approve of 
recommendations to dealers who 
would succeed in washer sales. The 
following suggestions passed on with 
the jobbers’ approval: 


Selection of a good machine and 
sticking to it regardless of elusive 
offers of greater discounts, more 
sales helps and the like from rival 
makers. 

Careful consideration of the 
source of supply, covering such 
things as freight charges, possible 
emergency delivery, reserve stocks 
of repair parts and like items that 
affect merchandising. 

The designation of at least one 
man to act as outside salesman and 
demonstrator. This man need not 
sell an exclusive washing ma- 
chine—in fact, he should sell clean- 
ers and other items—and he should 
be able to demonstrate household 
appliances, should know the deal- 
er’s stock and should be the kind of 
a man women will welcome to their 
homes. He must make friends for 
the store and himself. 

A firm policy on trade-in and par- 
tial payments. 

Careful keeping of an owner and 
prospect list. 

Use telephone as sales means. 

Intelligent use of dealer helps 
from manufacturer. 


Two items in the above list of 
suggestions have drawn discussion 
from our jobber correspondents. 
The chief discussion has centered 
upon the suggestion for the outside 
salesman. 

Most jobbers and other persons 
with whom we have discussed this 
point instantly think of another 
salary for the dealer to pay. 

That is not the thought we have 
—nor is it the thought of most job- 


bers. One jobber with whom we 
discussed that point at consider- 
able length gave this analysis of 
the situation as he sees it: 

“Most hardware merchants stick 
too close to their stores. My con- 
stant effort is to get these men out. 
My interest in them beyond per- 
sonal friendship is to make them 
better customers. So I do my best 
to promote trade for them. 

“In every case where a local deal- 
er has kept his promise to me to 
spend several hours a day out of 
his store calling upon the people of 
his community, he had become a 
better customer of mine. On these 
hours away from the store, he has 
sold a large volume of merchan- 
dise; for washing machines, elec- 
tric refrigerators, cleaners and 
radio sets run into big figures. 

“The merchant himself can do a 
better job of selling these things 
than any one he can hire, if he will 
put the effort into the job. People 
who would not listen to the aver- 
age salesman will take his word for 
quality and performance. 

“Also the merchant himself is 
the best possible service man. Ser- 
vice on household appliances is 
largely a matter of common sense. 
Most machines stop because elec- 
tricity is not getting to them. The 
merchant can find this out as wel! 
as an expert mechanic and the ef- 
fect is better. It makes for him 4 
closer contact with the customer. 

“When there is a serious job of 
service, replacement of parts 0! 
anything of this sort—which !s 
very rare if the merchant is han- 
dling a good line—he is there and 
can say what he will do. There} 
no disgusting wait while the me 
chanic goes back to the store to find 
what the boss says. 

“Some small town dealers whom 
I have persuaded to go out and sell 
washers, cleaners, refrigerators and 
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the like have made records that a 
regular strong arm man would 
boast of and besides, they have sold 
some excellent bills of hardware, 
paint and the like. 

“Best of all, these dealers are 
learning more and more about their 
customers. They are making 
friends of people who have pre- 
viously been only acquaint- 
ances.” 

If the dealer does not care 
to undertake the outside 
work himself, he can still 
select one of his store force 
and get him out several 
hours a day. These hours 
should be those during 
which the man is not needed 
in the store. These hours 
are not fixed; they vary in 
different communities. The 
advantage of selecting a man 
from the store over employ- 
ing an outsider, is that this 
man knows the store and its 
customers, and while he is 
seeking to sell the particular 
appliances that took him to 
the home of the prospect, he 
can make many suggestions 
that will be helpful to the 


store. we 

We would like to wager a consid- 
erable sum that not one in a hun- 
dred of the customers of the aver- 
age store know the extent of the 


stock of that store. Think of what 
value it would be to a store to have 
a well informed employee welcome 
in the homes of customers chatting 
with them about hardware prob- 
lems, such as painting, repairs, 
poultry yard construction, kitchen 








refurnishing and other constantly 
recurring home problems. 

The question of pay for this out- 
side man is an individual problem 
for the merchant. If he does this 
part of the work himself, there is no 
problem except, perhaps, a low 
salaried clerk to do some of the 
bookkeeping work that has been 


keeping him in the store. If an in- 
side employee takes up this work, 
then it is between the merchant and 
the man. A sure way of adjusting 
it is to base any increase on a per- 
centage of sales. In that case, if the 
outside man makes no sales there is 
no additional expense. Some mer- 
chants pay a small sum for each 
article sold out of the store and out 
of business hours. If an additional 


employee is hired for this work, the 
salary should be small, all increases 
to come from new business. 

The other point of discussion was 
the suggestion to use the telephone 
as a sales aid. Some _ jobbers 
assumed that it was expected that the 
dealer would sell appliances by tele- 
phone. That is not the idea. The 

telephone is a time saver 
only and an aid. 

Suppose the question of 
trying out a washer is up 
with ten women. To per- 
sonally interview each of the 
ten to learn which are going 
to wash tomorrow would be 
a considerable chore. To call 
each of the ten and ask 
“Mrs. Jones, will it be con- 
venient for me to do your 
washing tomorrow?” is only 
a few minute’s task. 

Or suppose Mrs. Merchant 
tells her husband at break- 
fast that Mrs. Jones is going 
to entertain “our Bridge 
Club this afternoon.” When 
the merchant gets to his 
store it will take him only a 
moment to call Mrs. Jones 
and say: “I hear you are 
going to entertain the Bridge 

Club this afternoon. I wonder if 
you would like for me to come down 
with a cleaner and help you for an 
hour or two this morning. It will 
save you a lot of time.” 

Also if the merchant has two or 
three washers or cleaners out on 
trial, that is left in the home after 
the employee demonstration for a 
trial by the woman herself, it is a 

(Continued on page 105) 








The illustrations on this page show how one jobber ts prepared for demonstra- 
tion. Two washers and an troner are carried and a 50-foot cord enables salesman 
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to demonstrate machines to dealer 
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Planning the Radio Season 


Leading makers are working to make radio a regular business by 
taking out the novelty and speculative features 


DIO tubes and sets, our ob- 
R even and data tell us, 

are now pretty much regular 
hardware store merchandise. There 
are a few hardware merchants who 
are still waiting until the radio busi- 
ness “gets settled” before adding 
this line. These merchants, we be- 
lieve, are over-conservative if they 
delay their entry until another sea- 
son. 

Radio makers have had many bit- 
ter lessons and all information indi- 
cates they have decided, in the main, 
to keep the business on as even a 
keel as possible during the selling 
season. 

It is the opinion of most radio in- 
dustry leaders that the lines shown 
at the Radio Trade Show under the 
auspices of the Radio Manufac- 
turers’ Association in Chicago in 
June are the lines that will be dis- 
played at the public radio shows 
which will sweep the country after 
the formal opening of the radio sea- 
son at the Radio World’s Fair in 
Madison Square Garden, New York, 
Sept. 17 to 27. 

Plans are being made to include 
dealer features in this show. The 
arrangements are that the Show will 
be open from 11 a. m. to 1 p. m. only 
to factory representatives and deal- 
ers. The idea being, of course, to 
permit free conversation between 
booth attendants and dealers in 
trade price terms, something that is 
impossible when the public is stand- 
ing around. 

To what extent the industry lead- 
ers are seeking stabilization is indi- 
cated by a statement recently issued 
on behalf of the DeForest Radio Co. 
by President Garside. He said in 
part: 

“We have no intentions of launch- 
ing a radically new vacuum tube at 
this time. In fact, even if we had 
such a product, it would be a part of 
business wisdom to hold back from 
casting further bombshells into the 
radio trade camp. Certain tubes 
have been accepted as standards and 


a radically different tube at this time 
would tend to disorganize the radio 
trade camp once more, causing no 
end of hardship to all concerned.” 

This, we believe, is in the main 
the attitude of the leaders, and what 
disorganization does come _ will 
emanate from those companies that 
are on the ragged edge and are seek- 
ing any straws. 

At the Radio Trade Show, aside 
from the dynamic speakers, the new 
things were technical and beauty re- 
finements. Much finer consoles are 
available than ever before and the 
color schemes of all priced receivers 
are suitable to present styles. The 
console sets reach entirely new 
peaks as to price, but in the main 
receivers comparable with last year’s 
models in workmanship and appear- 
ance are on a lower priced scale. In 
every case, many good judges say, 
the technic of the sets is much im- 
proved. Several men who know 
their radio assert that the buyer 
will get much more for less money 
this year than ever before. 

The dynamic speaker is certainly 
an improvement. Also it costs more. 
Some show visitors talked as though 
it was their thought that only 
dynamics would be sold this year. 
The manufacturer or dealer who 
goes into business for the season on 
that idea is, without doubt, all wet. 

The dealer with a wage-earning 
trade should consider well before he 
sets sail under the idea that he is 
going to persuade his trade to spend 
nearly twice as much for speakers 
this season—even with improved 
performance. 

Most manufacturers featured their 
all-electric sets, and doubtless much 
business will be done with these 
during the coming season. But 
dealers must remember that fully 
one-third of the homes of the coun- 
try are not yet wired and it will be 
several years before all of those who 
believe in the battery operated sets 
are out of the market. 


The radio industry tendency 


toward over-enthusiasm is not yet 
entirely dampened, and we hope that 
it never will be. It is the optimist 
who makes for new and better busi- 
ness. The manufacturer or mer- 
chant who is overstocked (within 
reason) is the man who gets out and 
hustles, and usually the business 
that he gets in this effort is created 
business, not trade taken from a 
competitor. Overstocking that starts 
cut prices is quite another thing. 
We believe there will be less of that 
in the radio industry. 

There have been _ important 
changes in the radio industry with- 
in a year—nearly all for the better. 
Only 48 set makers exhibited at the 
trade show, many fewer than in 
other years. Of these 43 make A.C. 
sets and 22 offer battery sets. Of 
the speaker manufacturers, 32 make 
electro-dynamics, 28 magnetic cones 
and 6 air column types. 

The show brought to attention a 
steadily increasing business in radio 
furniture. There are radio tables 
for as low as $4.50 retail price that 
will accommodate receiver, batter- 
ies and speaker, and radio cab- 
inets up to $50. A comparatively 
small investment in this merchan- 
dise will make a brave showing in a 
store and many persons with a 
three-year-old set that is still giving 
satisfactory service will be in the 
market for a cabinet which has all 
the appearance of the “very latest in 
radio.” 

Dealers should remember that the 
national political campaign will be- 
gin about Aug. 20 with the “accept- 
ance” speeches by the two major 
party candidates, and from that time 
until after the Thanksgiving foot- 
ball games there will be some eX- 
tremely interesting broadcasting 
events. To dealers who have been 
holding off, we would say: 

The opportunity to sell radio is 
nearing its peak; the industry has 
been housecleaned and we believe 
this is the time to start. There is 
nothing to gain by waiting. 
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Complete set of 
attachments 
(7 pieces) 
$5.00 


@ lowest Priced 


Standard Size 
Vacuum Cleaner 


Go after the largest field—the 
people who cannot afford a 
high priced vacuum cleaner 


The ARISTOCRAT—ruggedly built, beauti- 
fully finished, light weight, WESTINGHOUSE 


MOTOR same size and type used in high 
priced cleaners. 

The ARISTOCRAT has been approved by 
Good Housekeeping Institute, Priscilla Proving 
Plant, and Herald Tribune Institute. 


Guaranteed for one year. 


Attractive discounts and liberal allowance for 
local advertising. Write or wire us to ship you 
an ARISTOCRAT Vacuum Cleaner—try it 


yourself—show it to your customers. 


The ARISTOCRAT is its own best salesman. 
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Despite the constant canvassing of the neighborhood, there is always an ample force at the store 


A Washer a Day, Helps Business, They Say 


Immigrant boys find their contribution to neighborhood cleanliness 
in building $100,000 a year business 


important 


the United States two Italian 
boys, still in their “teens,” L. 
Orlandini and G. Orlandini. 

Gradually they worked their way 
inland until, at La Salle, Ill., they 
found employment as common la- 
borers in the cement mills, carrying 
water and doing hard, roustabout 
work. The hours were long, but 
each day meant each boy had earned 
$1.15 more, and that was a lot of 
money to them. 

Ugo Ferroni came from _ Italy 
about the same time, and between 
the three lonely, homesick lands a 
strong friendship sprang up. What 
plans and dreams they talked over 
after the day’s work and during the 
noon lunch hour no outsider will 
ever know for, now grown to man- 
hood and successful hardware mer- 
chants, they are provokingly reticent 
about discussing themselves. 

“The thoughts of youth are long, 
long thoughts,” but they must have 
been practical thinkers, for from the 
time they drew their first pay a little 
money was saved to make their 
dreams come true. 

In a few years, Mr. Ferroni opened 
a soft drink parlor in a nearby town 


- 


I: 1911 and 1912, there came to 


and the Orlandini brothers became 
skilled employees in the cement 
mills. 

Perhaps because they worked with 
tools which came from hardware 
stores, but probably because they 
saw the hardware merchant was 
prosperous and believed they too 
could sell the so familiar tools, the 
two brothers came to plan for a 
hardware store of their own. 

They pooled their savings and 
built the building, but when they 
were ready to start putting in their 
stock they lacked much of the 
needed money. Italians are, by na- 
ture, friendly and loyal, so to their 
boyhood chum, Ugo Ferroni, they 
went with their plan. He, too, may 
have seen possibilities, but unques- 
tionably friendship was the moving 
factor that caused him to join them 
in their venture, and with his capi- 
tal and some additional borrowed 
money the project was financed. 

Peoria was the nearest point from 
where a hardware stock could be 
obtained. So, one day in 1925, the 
Isaac Walker Hardware Co. had in 
their offices three young Italians, 
owners of a new store building, with 
money to buy a stock of hardware 


and not the slightest knowledge of 
the business. 

Without doubt they would have 
been discouraged in their venture 
had not these would-be merchants 
offered to buy not only hardware but 
also the experience and ability of 
some man thoroughly familiar with 
the merchandising of hardware. 

The patient Italian housewives 
they had seen struggling with enor- 
mous washings must have aroused 
in them something of the same spirit 
that pervaded the pioneers of the 
washing machine industry, for the 
first order included several washers. 
They are still selling the same make 
of washer and this is the major 
item of the $100,000 yearly business 
done by their store, the Tri-City 
Hardware Company. 

For an experienced American 
hardware merchant to build such a 
business in three years, even in a 
large city, would be quite an achieve- 
ment. When three natives of a for- 
eign country can finance such 4 
business on capital largely saved 
from wages as day laborers—with 
absolutely no business experience, 
build a $100,000 a year hardware 
business and do it in a city with a 
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population of 23,000, with a total 
trade area of approximately 40,000, 
it is a little short of phenomenal. 

From the Orlandini Brothers, Mr. 
Ferroni, George Wells (the store 
manager) and Miss Anna Ferrari, 
who specialized in demonstrating 
and selling washing machines, the 
highlights of their success were 
gained, bit by bit. 

The proprietors spend most of 
their time out of the store soliciting 
business. For their use and for the 
use of the outside salesmen, a fleet 
of automobiles is maintained, paint- 
ed in parchment tan and sea green, 


to match the finish of their line of 
washers. Each car carries the name, 
address and phone number of the 
Tri-City Hardware Company promi- 
nently displayed, as well as “ABC 
Washers.” A force of five outside 
salesmen and a woman demonstrator 
is kept busy. 

Between telephone calls—waiting 
on customers—talking to first one, 
then another, and brief moments 
with the Orlandini Brothers, Mr. 
Ferroni, Mr. Wells and Miss Fer- 
rari all together, comments so axio- 
matic were made that they are well 
worth repeating. 

“It’s hard work and sticking to it 
that does it.” 

“Keep smiling. Never let your 
prospect know you are discouraged, 
no matter how poor business may 
be.” 

“Always be courteous.” 

Electrical Goods Section 


“Never put a washing machine on 
demonstration until the woman 
knows you expect to sell it to her.” 

“Keep your confidence in yourself. 
You can’t make sales if you are half 
licked before you start your can- 
vass.” 

“Every time we sell a washer, we 
canvass every home in the neighbor- 
hood.” 

“Too many salesmen lay down on 
the job after a good period. When 
you get them coming, work harder. 
It’s easier to keep them coming than 
to get them started.” 

“Close your sale the day you make 


Washers are fea- 
tured in the store 
display but there is 
an ample stock of 
hardware 


At the right is a 
show window that 
is typical of a Tri- 
City Hardware Co. 
display 


= 


the demonstration. Every time you 
go back it is that much harder and 
your competitor may get in ahead of 
you and spoil your sale.” 

“It’s the number of people you see 
that counts. Miss Ferrari makes ten 
to fifteen calls a day and closes two 
out of every three demonstrations.” 

“Once I have made a demonstra- 
tion, I never drop that prospect un- 
til she buys some kind of a washer, 
dies or moves away.” 

“If I don’t close on the demonstra- 
tion, I call back once a week for three 
weeks, then I follow up about once 
a month.” 

“We advertise at least once a week, 
regardless of business conditions.” 

Is it any wonder that the Tri-City 
Hardware Company last year sold 
more than three hundred washers 
and expect to hang up a new record 
at the end of 1928? 

This same persistent, consistent, 
“up-and-at-it” spirit unquestionably 
is the reason for the rise of three 
sons of Sunny Italy from day labor- 
ers to owners of a company doing a 
$100,000 a year hardware business, 
in an average, small, middlewestern 
city. 

This story, had it been made to 
order, could not have better met the 
conditions presented in the article 
on previous pages of this issue dis- 
cussing the best methods of selling 
These boys 
needed business and went out and 
found it. Other merchants can do 
the same. 


washing machines. 
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Selling 700 Electric Ranges 
In Two Years 


CO. of Lubbock, Tex., sold 700 

standard electric ranges in two 
years without the aid of special out- 
side men. 

B. Sherrod, one of the owners, did 
the greater part of the selling, inci- 
dental to his plan of keeping contact 
with customers of the firm and in 
making friends with those people he 
wanted to enlist as customers. 
Sherrod does not claim to be a sales- 
man. He merely 
says he is trying to 
be a good hardware 
man and to keep 
pace with the oppor- 
tunities in his com- 
munity. 

Just what sort of 
hardware man he is 
may be told in the 
fact that he recent- 
ly was elected Presi- 
dent of the Lubbock 
Chamber of Com- 
merce and has 
served as President 
of the Panhandle 
Hardware & Imple- 
ment Association. 

At the moment 
there is a slump in 
the sale of electric 
ranges in Lubbock. 
One reason is that 
tht business has almost reached the 
saturation point temporarily. The 
other, and most noticeable, is that 
natural gas has just been piped into 
the city, giving a fuel somewhat 
cheaper than electricity; and the 
sudden change has’ temporarily 
slowed down the demand for electric 
ranges. 

However, Sherrod says that the 
condition will be short-lived and that 
the firm will again be selling a lot 
of electric ranges in a comparatively 
short time. Be that as it may, there 
is a story of real interest to other 
hardware men in how the Sherrod 
store sold 700 ranges in two years 
and after two years of what 


Sco. ot BROS. HARDWARE 


was considered successful selling. 

It is estimated that there are 
3000 families living in Lubbock. 
Considering that the Sherrod store 
has sold 1000 electric ranges all told, 
that means the sale of a range to 
every third family in the city. It 
is doubtful if there is another hard- 
ware store or electrical appliance 
concern in the country that has du- 
plicated that stove-per-family record. 

“The important thing we did to 


B. Sherrod starting for an electric range call 


sell these ranges,” Sherrod points 
out, “was to find the right prospects. 
That was not nearly so difficult as 
you might imagine. It was largely 
a matter of keeping on the go.” 

As a starter, the firm got—and 
still gets—a daily report of the 
building permits in the city. These 
show who are building and what they 
are building. If this information 
reveals that a certain citizen is pre- 
paring to build a new home, Mr. 
Sherrod gets into his automobile and 
drives to the home of the builder and 
talks about an electric range. The 


initial step is to induce the builder 


connections built 
home sufficient to 


to have electric 
into the new 


accommodate an electric range. 

“This is the first and a very im- 
portant step in selling a range to a 
new home owner,” emphasizes Sher- 
rod. “If you talk to a man or his 
wife about a _ range, the stock 
excuses for not buying are that the 
kitchen is not properly wired and 
that he or she does not want to go 
to the trouble and expense of making 
the necessary change. 

“So if you can do away with this 
stock excuse at the 
outset, through in- 
fluencing the build- 
er to install the 
necessary wiring at 
the time the home is 
being built, you win 
the first move. Then, 
when you approach 
the owner later to 
close the deal, the 
connection is ready 
for this best method 
of cooking.” 

Of course the 
store did not confine 
its sales effort to 
new homes. After 
there were several 
ranges in use many 
excellent sales tips 
came from enthusi- 
astic owners. 
Sherrod made it 4 
point to follow up every installation, 
ostensibly to make certain that it is 
giving perfect service, but actually 
to get the names of the customer's 
neighbors or relatives who have ex- 
pressed admiration for the range 
and a desire to own one. This fol- 
low-up call, during which any adjust- 
ments needed are made, is appreci- 
ated by the customers. 

These two sources supplied the 
bulk of prospects for electric ranges; 
and as more stoves are sold, more 
prospects become available. Any 
time the demand for electric ranges 
seemed to be a little slow. Sherrod 
did not hesitate to get into his car 

(Centinued on page 10°) 
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12 Straight Facts for Radio Dealers 


An 8-Tube Models for 8-Tube Super- 
All-Electric D. C. and A. C. “ee eas 
$125. 25—40and 60cycle ae cond 250-tube 


Magnetic Dynamic Hand- 
Speaker Speaker Decorated 
$35 $65 Cabinets 

, : and Speakers 


FREED- 
1D ESD A PAN 


She Magnifying Tone 























































S=a)) 6: 
Easy to a Magnified _ 
operate— 4: Veeialile Tone Sweetness 
Single Control ee and Power 















Trouble-proof- A nationally Proved profitable 
Built to require known and to dealers since 
minimum of advertised broadcasting 
service famous name began 


Send for Descriptive Literature and Dealer Proposition 


FREED-EISEMANN RADIO CORPORATION, BROOKLYN, N. Y. 
“Builders of Fine Radio Since Broadcasting Began” 
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New But Not Novel 


N Alabama hardware merchant said in a story 
A recently printed in the ELECTRICAL GooDs SEC- 
TION: “Many women have bought electrical 
appliances in this store without realizing they were 
changing their methods of doing work.” That is one 
very good reason why hardware stores are the best 
marketing place for appliances. Women have been 
buying coffee pots, broilers and brooms of these stores 
before electricity and the change comes natural. Appli- 
ances will never come into their own when sold as 
specialties. The housewares picture is the needed 
touch. 


The most surprising thing a merchant can do is 
io estimate the electrical appliance market in his 


territory. 


Looking to Tomorrow 


O merchant can afford to neglect tomorrow en- 
| \ tirely for today. Suppose a woman wants to 

buy a coffee pot. It will require special effort 
to make the larger sale of a percolator, but if she has 
electricity in her home she is going to buy a percolator 
some time, some place; so why not get her started in 
your store now. The quicker she starts using an elec- 
tric percolator, the quicker your sales volume goes up. 
The merchant who merely sells to the woman the re- 
placement coffee pot she asks for, will lose the better 
sale to some more wideawake merchant. 


Most family laundry patrons send clothes out be- 
cause no one has convinced them how easily wash- 
ings can be done at home. 


Getting in Line 

ORTABLE lamps and convenience outlets are the 
Pirie of the Concurrent Advertising Campaign 

for September. This means that a good many 
electrical equipment manufacturers and power com- 
panies will feature these subjects in the September 
advertising. The hardware merchant who will feature 
wiring supplies and lamps will be likely to pick up some 
extra business. The simultaneous advertising by manu- 
facturers and dealers adds much to the effectiveness of 
the advertising of both. It is a wise dealer who watches 
closely the national advertising in magazines and news- 
papers and then joins in. 


Few salesmen seek to sell cleaners on “how much 
more work a maid can do when using one.” 


Playing the Game 


ARDWARE merchants and jobbers are making 
H real progress in electrical goods of all kinds. 
Householders are daily realizing that the hard- 
ware store can and will supply these household needs. 


The manufacturers also are coming to realize the value 
of these outlets for merchandise. The hardware men 
can improve their position by conforming with the 
trade efforts of the electrical industry. Just now that 
industry is putting forth extraordinary efforts toward 
better wiring of homes to make the use of electricity 
more convenient. It will not cost the hardware mer- 
chant anything to watch this movement and to join in 
it. In fact, it is very likely to profit him. Certainly 
it will improve his position with the electrical industry. 


Store clerks often welcome opportunity to make 
demonstration in customer homes. 


A Mass Selling Idea 
T is not difficult to vision a married couple spending 
| $150 for tubs, boilers, wash boards and other 
laundry supplies during their housekeeping period. 
But think of how many transactions, deliveries and 
other details are involved. One washing machine sale 
replaces all of these transactions. A washing machine 
should serve the life of the household. It means getting 
the volume all at one time and then the merchant is 
free to look after other families. It might be called 
mass selling. In other words: when you sell the wash- 
ing machine you are sure of the laundry equipment 
trade for this household. The same is true of other 
electrified hardware. 
A local store background for an outside salesman 
often doubles his results. 


Saying a Good Word 


VERY sales person who goes near appliances 
1% should be trained to some extent in electrical 

affairs. He should know that the electrical in- 
dustry is now putting forth a very special effort on better 
and more convenient wiring of old homes as well as 
new. The appliance salesperson should casually men- 
tion this and if the store where he is employed does 
not take wiring jobs (a good many hardware stores 
do) he should say a good word for the contractor. 
This salesperson should always remember that more 
appliances will be used and appliances will be used 
more when it is convenient to use them. That will mean 
more sales. 


Indifferent store clerks often make excellent out- 
side salesmen, so give the near failure a trial. 


About Lamps 
NCANDESCENT lamps, said a chain store mer- 
| chandise manager, are the only leader that is sold 
consistently at a profit. We suggest to all mer- 
chants who want any sort of electrical trade, that they 
think this over. 
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THE TRADE MARK KNOWN IN EVERY HOME 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


For every Purse--for every Purpose 
There is a Universal 
Quality Vacuum Cleaner 


With the complete line of UNIVERSAL Vacuum 
Cleaners in stock you are able to offer your trade 
the highest values in the Cleaner Field at attrac- 
tive low prices. In fact, these prices not only 
make “over-the-counter” merchandising practi- 
cal but actually preferred by many wise women 
who shop for bargains. 


UNIVERSAL Cleaners are noted for the 
safe, quick, and thorough manner in which 
they do their cleaning—all through air suc- 
tion (powerful but gentle), with no beating 
or pounding to injure the fabric. 


There is a UNIVERSAL Model to 
please every kind of customer and each 
is a quality cleaner, fully guaranteed in 

every way. 


Increase your profits with these 
over-the-counter cleaners. Write to 
your nearest UNIVERSAL Jobber 
or to Home Office. 


Landers, Frary & Clark 


New Britain, Conn. 


No. E 7201 Super Vacuum Cleaner 

A patented, thread-picking, self-cleaning 
nozzle and an unusually powerful suction 
combine to make this beautiful UNIVER- 
SAL Super Vacuum the most efficient and 
remarkable cleaner on the market. 





































Bristle Bar. easily attached for 


No. E 42 Vacuum Cleaner cleaners 
In its price class, this UNIVERSAL 
No. E 115 Vacuum Auto Model has no equal. It is a strictly qual- 
Cleaner ity cleaner throughout and does its clean- 
A very convenient and effec- ing work as readily as many cleaners 
tive little hand vacuum cleaner costing almost twice as much. 
for cleaning automobiles and 


Attachments Extra 














facilitating the 
cleaning of bare floors and short nap rugs, 
included free with No. E42 and No. E7201 









Accessories for cleaning everything from base 


hard-to-reach places “7 homes, ment to attic may be had for Standard Size 

offices, clubs, stores, libraries UNIVERSAL Cleaners at a small additional 

and the like. Bristle bar per- cost. 

manently attached. Attachments for No. E720! Cleaner .. $8 
Attachments for No. E42 Cleaner a | 
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STAR-Rite 
Empress Waffle Iron 


The only Iron with a 
patented heat indicator— 
“Total Eclipse” 


$15.00 


In Canada $18.50 


This 1s the first and only 
waffle iron equipped with a 
heat indicator—the patented 
Total Eclipse. 


iron eliminates 
all guess-work, emibarrass- 
ments and mistakes. It’s the 
only iron that tells the exact 
cooking temperature. 


This waffle 


This new STAR-Rite Waffle 
Iren with the patented heat 
indicator, overnight  revo- 
lutionizes the entire waffle 
iron industry. It’s the great- 
est advancement since waffle 
irons were first introduced. 
It’s the greatest selling oppor- 
tunity in the appliance field 
today. You will sell as many 
of these new STAR-Rite 
Waffle Irons as we can sup- 
ply, and our supply will be 
unequal to the demand. 


From today 

this is the 

standard of 

the waffle 

iron field. All 

other waffle 

irons will be- 

judged in comparison with 
this STAR-Rite. Low prices, 
freak shapes, odd designs will 
have no future bearing on 
waffle iron sales—every 
woman will want this new 
patented heat indicator fea- 
ture—‘Total Eclipse.” 


Every housewife will know 
of this new, modern, im- 
proved waffle iron. Our ad- 
vertising will make the mod- 
ern woman interested only in 
a waffle iron with a heat in- 
dicator, and STAR-Rite is 
the only iron with this fea- 
ture—“The Total Elipse.” 
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Ready Today—Tomorrow’s Waffle Iron 


The EMPRESS model is 
made of brass throughout, 
finished in sparkling nickel 
and beautifully engraved, 
with ebony Bakelite handles. 
This EMPRESS is without 
doubt the most beautiful 
waffle iron on the market to- 
day. 


Place your order for a sample 
immediately. We will send 
it as soon as possible. We 
urge immediate placing of 
orders for summer, fall and 
holiday requirements as the 
demand is sure to exceed pro- 
duction. 


STAR-Rite 


ELECTRICAL NECESSITIES 


The Fitzgerald Manufacturing Company, Torrington, Conn. 


Canadian Fitzgerald Company, 95 King Street, East, Toronto, Ont., Pacific Coast Branch “The Better to Serve You in the West, 


"1211 Van 


Ness Avenue, San Francisco, Calif.; Makers of Famous Never-Leak Automotive Gaskets. 
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And NOW ct + ¢ 
6 Profits instead of | 


ou’ve always wanted to sell Edison 
Mazpa* Lamps by the carton. Because 
carton sales mean more business for you. 


For years, the advertising and merchan- 
dising activities on Edison Mazpa Lamps 
have been designed to help you sell more 
lamps—by the carton. National adver- 
tising ... window displays ... store sales 
aids ... merchandising activities ... the 
Edison Merchandiser ... all these have 
contributed toward the sale of Edison 
Mazpa Lamps by establishing the carton 
of six lamps as the logical unit of pur- 
chase. And now 


We Announce 
A New Carton Selling Plan 


HIs new sales plan insures the sale of 
lamps by the carton —it assures SIX 
profits instead of ONE. Simultaneous 
with the latest price reduction which 
brings the price of a carton of Edison 
Mazpa Lamps within the easy reach of 


everyone, a unique sales plan has been 
devised. It is new—it is different. It is 
based on tomorrow’s merchandising 
methods. You will welcome it, becauseit 
will help you to ring the cash register 
more often! Watch for further details. 


*Mazpa—the mark of a research service 


EDISON MAZDA LAMPS 


GENERAL@® ELECTRIC 
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Small Town Families Are the Best 
Appliance Customers 


Electric Utility dividend letter analyzes situation that makes 
for best movement of merchandise 


tute the best appliance market, 

is the blunt statement in the 
dividend letter recently sent to 
stockholders of the Middle West 
Utilities Co. This company operates 
in more than 400 communities and 
retails appliances in more 
than 300 stores. The 


Stet town families consti- 


in his territory. Then what per cen- 
tage of his volume of trade did the 
400 irons make? 

A large city utility man recently 
laughed at a record of a small city 
sale of ranges, “Just a handful,” 
he said in speaking of 84 sales in 





dividend letter goes on to 
give reasons. The follow- 
ing is from the letter: 
“The small town resi- 
dent, as a rule, owns his 
own home. This has im- 
portant effect both on 
purchasing power and re- 
ceptiveness. * * * 
“Wealth is more evenly 
distributed. A _ greater 
number of women do their 
own housework and yet 
are capable of purchasing 
labor saving devices. 
Greater neighborliness 
gives effect to the element 
of pride in the home, and 
the more marked depend- 
ence on the home rather 
than on outside sources 
for entertainment adds to 
the inclination of the 
housewife to purchase 
electric appliances and 











appliances. We quote from an 
Illinois publication the following: 

“The desire of housewives of 
Roberts, Ill., to do the family iron- 
ing when they wished, and not when 
the manager of the village’s electric 
plant said they could, was one of the 
factors instrumental in 
the sale of the municipal 
plant, testimony at a re- 
cent hearing of the Illinois 
Commerce Commission 
disclosed. 

“Permission was given 
the Central Illinois Public 
Service Company to pur- 





chase the municipal plant, 
and the company is con- 
structing a _ high-voltage 





PANTING TO GO 


transmission line to give 
the citizens adequate 
service. 

“At the hearings it was 
brought out that the vil- 
age’s light plant did not 
have sufficient capacity to 
enable all housewives to 
do their ironing when 
they wished and it was 
necessary to divide the 
village into sections, cer- 
tain hours being assigned 
to each section as ‘ironing 
time.’ 

“The sale of the plant 











fixtures. 

“Another favorable ele- 
ment is the less intensive competi- 
tion for the consumer’s dollar. Fewer 
opportunities for expenditure exist 
in the small town.” 

This statement should be especial- 
ly encouraging to many hardware 
dealers who have thought that the 
fact that their territory is a small 
town community handicaps them. 
These dealers have, perhaps, taken 
reports of bulk sales too literally. 
The mere fact that a larger city 
dealer sells 400 irons in a month 
means little. The question is: How 
many families are using electricity 


one month. However, the 84 ranges 
was one to each 200 domestic meters. 
The large city man’s best record in a 
three month sales effort had been 
one range to each 1300 domestic 
meters. 

It is true that the small town mer- 
chant has at times labored under 
handicaps. In many cases the elec- 
tric service has been undependable 
which, to say the least, is not en- 
couraging for the sale of appliances. 
The cartoon on this page represents 
a situation which: certainly was a 
handicap to the merchants selling 


will enable local residents 
to use standard electric appliances. 
The municipal plant supplied direct 
current to 110 volts. The purchaser 
will supply the standard 60-cycle, 
alternating current which is general- 
ly used throughout the United 
States” 

We wish to congratulate the three 
hardware merchants of Roberts oD 
the opportunity that is opened to 
them and to express the hope and 
wish that they will not hold back 
until the utility or some enterpris- 
ing dealer from some of the larger 
towns nearby mops up on the sales. 














SPARK PLUG WIRES 
Do WEAR OUT 


ve nectar yeh fosll voltage ta develop full prowcer ? 





| DISCOVERY 
| ques Perlormancé 


of YOUR CAR 














on the counter 


HE combination of national advertising and attractive 

display means just one thing, and that is sales—providing, 

however, that the product in question has merit and is in 
demand. Packard Cable Sets have merit. (They are probably needed 
by more automobiles in the United States today than any other 
replacement part.) They are in demand. (Car owners everywhere 
are demanding them.) 


This attractive merchandiser, beautifully lithographed in three 
colors, is a splendid sales stimulant. It contains an assortment 
(No. 460) of ten Packard Ignition Cable Sets which list $29.75 and 
cost the dealer $18.00. A good profit for such an easy sale. 


The Packard message of rewiring is getting across. Car owners 
are not only receptive, but anxious, to invest in this new source 
of life for their motor. 





*If you do not know who the nearest Packard Job- 
ber is, use the coupon for complete information. 


THE 

PACKARD 
ELECTRIC 
COMPANY 

Cable Division 

Warren, Obio 

eo 
a Please send me complete 
Rod information on Packard Ig- 
REC.U.$.PAT.OFF. e” nition Cable Sets and your As- 
TRADE MARK 2" sortment No. 460 including the 
2 merchandiser. 


a 
a 


a 
wo Name 


4 
0° ~Company 
4 


It can also be mounted ” Add 
Fe ress _ 


on the wall of the garage : 
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ELECTRO LAB 


FOR BOYS FROM 6 TO 60 


Now Ready for Distribution 


COMPACT, serviceable electrical laboratory that 

1 en on sight, It makes a practical and pleas- 

urable electrical education available to 

every age. Great for schools, also. A well known electrical engi- 

neer in collaboration with a trade school professor designed the 

Handy Lab and wrote the Instruction Book. Its sixty experiments 
make up a fascinating basic course in electri- 
city. Any boy able to read can follow them. 
Many more experiments and hook-ups are also 

possible with this remarkable set. 


MORE THAN A TOY 
Its utility and educational value holds more 
sales appeal for child or parent than any toy 
regardless of price. It attracts on sight. 


THE HANDY ELECTRO LAB CONTAINS— 


1 Coil German Silver Wire 1 Special Glass Rod 1 Spool No. 24 C. C. Wire 
1 Bottle Iron Filings 1 Coil Bell Wire 1 iicontiemnt 

1 Bottle Tacks 1 Large Darning Needle 2 Miniature Porcelain 

1 Bottle Miscellaneous Nails I Lead. Plate Sockets 

1 Bottle Sal Ammoniac 1 Porcelain Knife Switch 2 Miniature Lamps 

1 Piece Brass Wire 1 Zinc Plate, Fahnesstock 
1 Aluminum Rod Clip 

1 Piece Glass 1 Piece Carbon Rod with 
1 Slate Rod Fahnesstock Clip 

1 Piece Fibre 1 Fine Steel Bar Magnet 

2 Pieces Steel Wire,16Gauge 7? Compass a 

1 Glass Test Tube ee 

1 _ Iron Wire, No. 24, 4 rite 


and S. Gauge 
1 Coil Nichrome Wire, No. 
24, B. and S. Gauge 
1 Pith Ball and Stand 


Be the First to Display the Handy Electro Lab! 


You have no competition with this new 
item. Get the facts. Write for bulletin. 


§.4343 Duncan Avenue - - - St. Louis, Mo. 


moe Write or wire for our sales plan. 
Some choice territories still avai 


1 Telegraph Key 

1 Telegraph Sounder 

1 Galvanometer 

1 Ammeter on Terminal 


7’ 
1 Voltmeter on Terminal 
Board 


1 Generator and Pulley 
1 110 wolt-60 cycle Motor 
and Pulley 
1 Metal Chest and Tray 
Red Crackle Duco) 


1 Spool No. 27 C. C. Wire 1 Book of Instructions 








| ing interested his wife. 
| especially important in connection with getting the 


| ranges for one year. 
| work. All service after one year is charged for on a 
| time and material basis. 


Selling 700 Electric Ranges 


in Two Years 
(Continued from page 92) 


and hunt out prospects. Most of these ranges are sold 
in town, as electrical service is not general in the rural 
districts. 

“I never did carry a sample range to a home for a 
demonstration,” explains Sherrod. “Sometimes I went 
empty-handed; and never did I carry anything more 
than a catalog and a few circulars. When I can get 
away from the store, I simply get into my roadster 
and drive out to the home of the people I have in mind. 

“T talk to the housewife about the pleasure of own- 
ing and cooking with an electric range. I try to sell 
her on the service of a range first of all. Then | 
show her pictures of some of the popular models, and | 
leave some literature, when I have anything like that 
with me. The big point in the visit, however, is to 
interest the prospect sufficiently to induce her to make 
an appointment to come to the store and see one of the 
ranges connected, ready for action. 

“Thus, practically, all actual sales are closed right 


‘in the store. 


“Whenever it is essential, I go out to a home in the 
evening and talk with the man of the house, once hav- 
Talking with the man is 


new homes wired for an electric range.” 

All ranges are sold connected, ready for service. The 
firm’s delivery man does this, having trained himself 
in the work. The store gives free service on all electric 
The delivery man also does this 


Store demonstrations are held on an average of every 
three months, a factory demonstrator serving. This 
plan invariably attracts large numbers of women and 
supplies many good leads. 

, The store accepts old stoves as part payment for 
new electric ranges, wood stoves being the most com- 
monly offered. 

“Of course it is easy to lose all your profit on old 
stoves,” warns Sherrod. “It is almost impossible to 
make many sales of new stoves or ranges of any sort, 
for that matter, without accepting old merchandise as 





—— | 





The ONLY Toaster 
With These Selling Features 


- Toasts 50% 


- Only Toaster that toasts two complete sandwiches at one 
time—the fillings can't fall out as they lie flat. 


. Patented Turn-Over Rack makes it unnecessary to touch 
hot toast to turn it. Turns two pieces of bread at once. 


quicker because of rising heat. 


. Crumb tray catches all crumbs—simply snap open and 
wipe off. 


. Only Toaster with Non-Breakable Trouble-Proof Plug 


Manufactured and Guaranteed bv 
Chicago Flexible Shaft Company 
Dept. 3, 5600 W. Roosevelt Road, Chicage 


(RARANTEED ELECTRIC APPUANCES 
38 Years Making Quality Products 
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and has been keeping house has some sort of stove. 


The only exception is the family which moves into town | 


and the newlyweds. Unfortunately there are not 
enough of these to supply a big field for range mer- 
chandising. 

“The next best thing to do, then, is to take the old 
stoves at prices that assure a net profit when they 
are sold. We try to hold down the allowance price 
sufficiently to make a modest profit on the sale of the 
old stove itself. 


“We were able to do this by watching for opportuni- 


ties to sell the old stoves. Fortunately for us, during 
the fall there is invariably an influx of people to this 
country to pick cotton. They come with the opening 
of the picking season in the fall and remain from one 
to several months. They all travel light and camp in 
tents, shacks and any other make-shift abode that will 
provide temporary shelter. But they must have cook- 
ing stoves. 
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part payment, for every family which lives in town | 
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Tza and Coffee Percolator 
S-64 


Two Cup Electric Percolator 


S-63 


~ Picture these 
Percolators with 





“So we began taking in second-hand stoves and ad- 
vertising them to the cotton pickers. By establishing | 
a sort of second-hand stove department and making a| 
special feature of it, we built a reputation among the | 
cotton pickers for having bargains in used stoves, and 
thereby we always sold them about as fast as we took 
them in. We do not lose any money on any of them, | 
and we make some profit on many. Our experience is 
that it is satisfactory to take in old stoves, providing 
you have them priced right and know your market for | 
them in advance. 

The firm carries three patterns and only one make | 
of electric ranges. Of the 700 sold during the two- | 
year period, 650 were of one pattern. The other two | 
models are carried sparingly and merely to satisfy the 
demand of a few customers for something a little differ- 
ent in price and appearance. Obviously, the firm con- 
centrates its sales effort upon the one popular model. 
The line carried is a quality one. 

Ranges are sold on time payments, a minimum of 10 
per cent cash and considerably more than that on many 
sales. The balance is paid within a year, monthly, 
quarterly or semi-annually, as best suits the customer. 
Repossessions have been practically nothing. 

M or less about the investigation of the private- 

ly owned utility companies. Some of the 
testimony is not entirely creditable to the utility com- 
panies. This, of course, gets the widest publicity but 
it is no more a complete story of the activities of the 
utilities than the story of a man’s life on the day he 
shot a neighbor. The rest of his life may have been 
entirely within the code but only this one day gets 
publicity. It is possible that later this inquiry will 
take up the question of utility merchandising. This, 
a8 we understand it, has been suggested. Whether the 
Federal Trade Commission will adopt the suggestion, | 


we do not know. If it does open the question, there 
will be good and bad stories told. The bad will, of 





The Investigation 


OST merchants, doubtless, are reading more 





Colored Handles 


ICTURE these Empire Percolators 
with snappy colored handles setting 
off the attractiveness of their design. 


It’s the smart appearance of Empire Perco- 
lators that first catches the eye of the house- 
wife and draws her up to the sales counter 
—and from then on, the odds are heavy 
in your favor. 


For the three minute percolation—patented 
valveless type percolation pump—seamless 
drawn body—and coffee basket perforated 
at topand bottom only, insuring full strength 
coffee—gives you something to sell. 


Write for complete information—prices— 
and a copy of the special catalog. 






















Six and Eight Cup Electric 
Percolator 


No. 711 
METAL WARE CORPORATION 


Eight Cup Electric Percolator 
Loving Cup Panelead Design 
-68 


TWO RIVERS, WISCONSIN 


General Offices and Factory: 


Chicago Minneapolis EXPORT DISTRIBUTORS: 
ew York St. Louis 4 RE & International General Electric 
San Francisco Los Angeles a hn H. Grah: a 
Philadelphia Co. and John H. Graham Co. | 


course, get the publicity but that will not make alli'S OLD THROUGH JOBBERS 


utility sales merchandising bad. 
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The Hardware Jobber and Radio 





Dealer who has held off because of instability of industry can get competent 
advice from his regular supplier of merchandise. 


ORE than 300 hardware job- 
bers are now distributing 
- radio. These jobbers are tak- 


ing the place of the mushroom spe- 
cialists who contributed so much to 
the instability of the trade until re- 
cently. 

We have just been reading two 
dozen letters from jobbers, practi- 
cally all of whom say that they re- 
gard radio as one of the most prom- 
ising lines. It is interesting to note 
that these jobbers, in picking their 
lines, selected those makes which 
have remained in business. It is 
rather the usual expression to say, 
“We have represented for four 
years,” and then name companies 
that have been consistently promi- 
nent or those who have come from 
the lower rungs to near the top. 

Apparently none of these jobbers 
has had the experience of hooking up 
with those companies—and _ there 
were many of them—that opened 
with a flourish and then gradually 
faded from view. 

We mention this fact merely to 
suggest to dealers that, lacking time 
and opportunity for a thorough in- 
vestigation of the various companies, 
that they can probably depend upon 
the jobber’s investigation. Also, that 
the widely exploited plan of many 
radio companies to deal directly 
with dealers is not practiced by com- 
panies which have thrived during the 
precarious years of the radio busi- 
ness. 

As these letters are not written for 
publication, we quote without names. 
A jobber in a large northwestern 
city writes: 

“We have been wholesale radio dis- 
tributors for four years. We also 
handle a complete line of radio ac- 
cessories and our radio department 
has become an important unit in our 
organization.” 

A jobber in a rather small middle 
west city says: 

“Our radio business has been very 
satisfactory and we expect to see it 
increase every year.” 

The president of another middle 


west jobbing house in a larger city 
writes: 

“We are selling two well known 
receivers. We also sell a complete 
line of tubes, batteries, speakers and 
the like. We have handled radio for 
several years and, when conducted 
on a conservative basis and watched 
carefully, it generally proves to be 
a profitable department. We have 
been and are continuing to put con- 
siderable effort back of radio 
through special salesmen and adver- 
tising and believe that most of the 
hardware jobbers in this territory 
are aggressively pushing radio.” 

A western jobber writes through 
the manager of the cutlery and 
sporting goods department: 

“Our radio department has become 
one of the biggest departments in 
the business.” 

Letters from several of this job- 
ber’s neighbors indicate that if they 
have in the past been inclined to 
neglect radio service, they are now 
alive to its benefits. The next job- 
ber we quote is almost in the moun- 
tain country. He writes: 

“We are handling two lines with 
reasonable success. We believe sales 
of both toys and radio are growing 
among retail hardware dealers and 
we expect to put considerable effort 
behind both.” 

The next is a corn belt jobber. He 
says: 

“We sell two lines 
very successfully, also tubes, speak- 
ers and batteries. This past season 
has not been as satisfactory from a 
sales standpoint of view as previous 
seasons, due largely to the fact that 
the manufacturers of radio sets 
made the great mistake of bringing 
out in the middle of the radio season 
the AC set. We are looking for sat- 
isfactory 1928-29 sales volume.” 

A large northwestern jobber, 


of receivers 


after describing the extensive line 
handled, says: 

“While it is generally true that 
this business is solicited and han- 
dled generally through the regular 
salesmen, we have in addition three 


specialty radio and service men who 
are continually covering our terri- 
tory in the interest of radio and 
other electrical merchandise. We 
have every intention of continuing 
our present policy in regards to 
radio and we believe it will prove to 
be profitable and satisfactory to 
handle.” 

Two jobbers struck a somewhat 
pessimistic note. One does not men- 
tion the receiver sold and the other 
is selling a perfectly reliable prod- 
uct, but it is in the higher price 
class; rather too high priced, we be- 
lieve, for hardware stores as a rule. 
Both of these jobbers, however, are 
doing well with accessories and are 
going to enlarge facilities for han- 
dling this line. 

From a large middle west city a 
jobber who has been studying his 
business writes: 

“We have been handling a very 
fine, expensive set, and it has given 
excellent satisfaction. We expect to 
do a great deal more business this 
year, owing to a finance plan we now 
have working enabling. dealers to 
sell. these sets on the deferred pay- 
ment plan. I am of the opinion that 
we could do more business with a 
lower priced set, but with this set we 
have practically no after troubles.” 

A jobber in a city of 40,000 tells 
of doing half a million in radio last 
season, and he is going ahead this 
year. 

Another jobber says that he went 
into the business expecting that the 
line would sell in garage and auto- 
mobile shops, but that idea was a 
complete flop. Then he sold music 
stores and found them to be excel- 
lent outlets, but now he is going 
after the outlets in the smaller 
towns. 

These letters are quoted to indi- 
cate to hardware retailers the suc- 
cess the jobbers are meeting in radio 
and to show that they are giving 
enough attention to it to assist any 
dealer who feels that he must buy o! 
a reliable supplier. who will give 
prompt parts service. 
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RADIO 







PRICE AND PROFITS 


When a Day-Fan dealer sells a new Day-Fan set, he gets 
his due volume of profit. He receives, for a high quality 
product, the price that such an article commands. And his 
profit will not be reduced by servicing expense. 

The new Day-Fan is designed and built for the cream of 
today’s market. The public is becoming more and more 
discriminating about radio—is buying, replacing old appa- 
ratus, with years ahead in mind. A better set at a little 
better price is not hard to sell. Deliberately, we set out 
this season to develop the best receiver possible. 


The new Day-Fan is an 8-tube, all electric self-contained set, with 4 
stages of radio frequency, push-pull amplification, single dial control, and 
many other excellent features of design and construction. Xabinets are wal- 
nut; front panels burled walnut. Unusually handsome 

The Consolette at left below, which consists of the Table Model and a 
speaker table retails at $205.00 less tubes. The Table Model, alone, $150.00 
without tubes or speaker. The Console, illustrated at right, $295.00 less 
tubes. 


DAY-FAN ELECTRIC CO., Dept. R., Dayton, O. 
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Rural Electrical Rates 


USINESS men who have given thought to the 
B extension of electricity to farms reaiize there are 
delicate questions of equitable rates involved. 
First: it costs more to carry the wires to a farm home 
than to a town home; there is more danger of damage 
to lines from storms and other forces over which the 
builder has no control; also the farm will probably in 
time develop a greater peak demand for current than 
the town home, hence the wires must be heavier. 
Recently the New England Council, after much con- 
sideration of this problem, gave out this “Statement of 

Principles” which states the problem. This statement 

is not presented as a final word. The statement is: 

1. It is not economically sound that the rural user 
should be permanently served at a loss with conse- 
quent burden to other customers, nor does the rural 
customer desire such a subsidy. 

This involves one of two alternatives—either the 

rural customer shall use a sufficient excess of current 

over the average use to carry the excess line costs— 

or 

He should pay the fixed charges on the excess of 
line costs which his service requires. 

2. It is not essential that the rural customer should pay 
his full cost from the start provided his business can 
be built up to self-sustaining proportions within a 
reasonable period. 


heard the 
purer tone 
of Televocal Quality 
Tubes? A complete line, 
nationally advertised. 


AVE you 


sweeter, 


Write for full description and 
prices. 


Televocal Corporation 
Televocal Building 
588—12th Street, Dept. F-3 
West New York, N. J. 


This means, just as in the case of the development 
of any new business, the existing customers bear the 
cost of the development period with the expectation 
of ultimate benefit to themselves. 
To develop the business to self-sustaining propor- 
tions, it is essential that a low price be offered for 
use of current in excess of the average used by the 
urban customer, otherwise, the cost of liberal use is 
prohibitively high. 
This makes essential the use of a two-part rate hav- 
ing a low energy charge. 
It is preferable that the customer should not pay 
any part of the cost of the line extension because 
his available funds should be conserved for the pur- 
chase of electrically operated labor saving machin- 
ery. It customers furnish poles and labor, same 
should be paid for and cost charged to the line. 
The customer who intends to use liberally should 
be allowed a reasonable time in which to build up 
his use of current without being burdened at the 
start with payments as large as a reasonable guar- 
antee would require. 
This can be readily accomplished by a graduated 
guarantee rising from nothing to a self-sustaining 
figure over a period of five years. 
The electric utilities are giving the problem much 
study as they are actively seeking the farm load. 








Confidence in' Ek ougion. 


Brand 
Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 


dated Electric 
Lamp Co. 


140 Maple St., DanVers 
Mass. 


“Licensed under the General Elec- 
tric Company’s I di Lamp 
Patents.” 




















ROTOMATIC 
FLASHLIGHT 


The greatest flashlight 
advance in a decade— 
. affording dealers an 
marvelous Seana eoer- 
tunity for flashlight 

profits! Order from 


ROTOMATIC 
your jobber. 


Switch | FRENCH BATTERY CO. 
° Madison, Wis. 


with the 
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Jobbers See Large Washing 
Machine Volume 


(Continued from page 87) 


lot quicker to call these women by telephone and check 
up than it is to go and personally interview each. 
It requires some discrimination and intelligence to 
use a telephone properly as a sales aid—but this presen- 
tation is made on the theory that merchants have both 
discrimination and intelligence or that they would not 
be in business. Some manufacturers have recently been 
basing their sales campaigns on the assumption that at 
least 90 per cent of the merchants are dumbbells. That 
assumption was one of the incidents that drove many 
merchants out of the larger appliance business and 
these manufacturers are now paying the bill. The mer- 
chants are now in a position to ask of many manufac- , 
turers “Who’s looney now?” The Title Is 


In referring to washing machines, most conversation “T , 
i: see ; en Minutes to Go and the 


is based upon the electric machines and practically all 


strong arm canvassing has been on this basis. In fact, ” 
. : Fan Helped 


many canvassers when they learn that a house is not 
wired, back right out. Merchants should remember ‘ 
that practically all good washing machines are also The $15 Prize 
equipped with gasoline motors. ' These can usually be For the best title for picture in Sepia Section of next to 
sold without the bitter competition. last issue was won by 
This discussion will be continued, for we have some Jean W. Blair, Manager, 
interesting opinions from jobbers and others on other William Purdy, 
phases of these suggestions. 370 Eighth Avenue, New York City. 
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SOLD BY JOBBERS 


A popular 
decorative lamp 
in a NEW size 


<—-& 


Write for particulars 


murrvervars 


wwerve 
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ba ee i i ee 


Cost little to burn 


Hygr rade ely HYGRADE LAMP CO 





I5watts 


an. a ee | 


| Caos 


GENERAL OFFICE 


AND FACTORY (\ SALEM Mass 


- Licensed under General Electric Company’s Incandescent Lamp Patents 
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New Goods to 


New Simplex Receiver 


One of the first radio sets employing | 
two 210 tubes in push-pull is the new | 


Simplex all electric, 8 tube model, which 
sells for $145 without tubes. Other 
tubes used are four 226, one 227 detector 
and a 280 rectifier. The set is available 
for either 25 or 60 cycle current. It is 
self contained in metal cabinet, 18% 
inches wide, 9 high by 10% deep. 
Weight 42 pounds. Finish is black or 
light colored damaskeen with silver 
decorations. Simplex Radio Co., San- 
dusky, Ohio. A high power amplifica- 
tion speaker is a part of the line. 


New Decorative Lamp 


This new decorative lamp has wide | 


It is attractive in candelabra 
wall brackets and for public 
buildings of all kinds. Available in 
frosted finish and flame tints; 15 and 
25 watt sizes. The 15-watt is special- 
ly recommended as maintaining light 
output and it does not darken. 
cially adaptable for use without shades. 
Hygrade Lamp Co., Salem, Mass. 


appeal. 
fixtures, 





Breakage is well guarded against 
in this armor-clad plug announced by 
the Eagle Electric Mfg. Co., Brooklyn, 
N. Y. This is the Eagle plug with 


phosphor bronze wipe contact clip and 


made especially substantial. 


The F. W. Wakefield 
pany of Vermilion, Ohio, 
series of vividly 
lights in red, green and blue. 


Brass Com- 
is offering a 


| for many small dealers. 


Espe- | 


decorated kitchen | 


Corn Popper 


This corn popper is simplicity itself. 
Has ample capacity for family use and 


leak and will not burn the corn. Wood 
handle makes it easy to use. O. S. 
Keene Machine Co., Anderson, Ind. 


Kool-Pull Cord Set 


The Kool-Pull cord set is announced 
by Colt’s Patent Fire Arms Mfg. Co., 
Hartford, Conn. The set makes an at- 
tractive appearance, plug of black 


6 


“Coltrock” and the handle through the 
cord enters is in red. Cord is flecked 
with red. Handle mounted on ball and 
socket principle. With or without on 
and off switch. 


Portable Heaters in Colors 


Portable electric heaters in five finish | 
| colors have been added to the line of | 
| the Liberty Gauge & Instrument Co. | 
| of Cleveland. 
| green, 


The finishes are lettuce 
orchid, ivory, rose and bronze. 


Sell 


The Premier Pic-up Cleaner 


It does not 


Much Premier practice goes into this 
small cleaner for automobile and other 
cleaning uses where the large cleaner 
is not handy. It has motor driven 
bristle brush and super-suction. Weighs 
only 4 pounds. Like large Premiers, it 
is permanently oiled. Electric Va- 
cuum Cleaner Co., Cleveland. 


Flush Tumbler Switches 


A new line of flush tumbler switches 
is announced by The Bryant Electric 
| Co., Bridgeport, Conn. These switches 
has “on and off” indications on brown 


| composition handles, the latter are 
wider and heavier than previous de- 
signs. The porcelain cups are shal- 
| lower than precious models, and there 
lis ample wiring room and binding 
screws are full size. 


New Universal Cleaner 


Model 42, Uni- 
versal Cleaner, is 
announced by Lan- 
| ders, Frary & Clark, 

New Britain, Conn. 
This model weighs 
|but 12 pounds in 
| carton, Attachments 
|;are packed  sepa- 
|rately. This cleaner 
which retails for 
| $29.50 has many of 
| the well known Uni- 
versal features, in- 
| cluding specially de- 
| signed nozzle, toggle 
| switch at finger tips, 
easily removed bag, 
jand a Landers, 
| Frary & Clark mo- 
| tor. 


The 13-inch reflector bowl is spun of | 


solid copper. Nichrome heating ele- 
ment. Bronze finish retails at $4.65; 
colors at $4.95. 


| 














